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your 


products can increase their production or lower 
costs in ENGINEERING AND MINING 
JOURNAL, the leading publication in this field. 


ENGINEERING AND MINING 
JOURNAL has more paid domestic and 
foreign circulation than any other mining 
public uion. (16,326 Audit Bureau of Cir- 
culations, December 31, 1950 ) 


In 1950, ENGINEERING AND 
MINING JOURNAL carried more than 
two and a half times as much advertising as 
the next publication— more than the next 


three publications combined. 


ENGINEERING AND 


Audit Bureau of Circulations 
issociated Business Publications 


Member 


McGRAW-HILL PUBLICATION 


MINING JOURNAL 


NEW YORK 18, N 





From an Original Stone Lithograph by Henry E. Winzenried 
The Greatest Purchasing Power The World Has Ever Known, 
Appreciatively Envisions The Scope And Service 
Experienced By Use Of Thomas Register 


For many years Uncle Sam has given Thomas Register a Contract at regular subscription rates 
exclusive in its field for one or more copies of each edition for substantially every important government 
procurement office. It has also forwarded T.R. to all Consulates and other important government trade 


agencies throughout the world. Over 1200 copies of the current 1951 edition to U.S. Government alone. 


Yet, this vast purchasing potential uses only a fraction of the total T.R. edition, 95% of which is 
subscribed to and paid for by 


important private industry representing, in addition to the enormous 


government buying, more than 60% of the total industrial purchasing power of all U.S. private industry. 


THOMAS REGISTER 
The Encychopedic Buying Guide 


THOMAS PUBLISHING COMPANY 


461 EIGHTH AVE., NEW YORK 1, N. Y 
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WARM AIR HEATING 


— New Construction 
TYPES of BUSINESS (Estimated 300,000 Jobs in 1951) 
TO BE HAD 
WARM AIR HEATING 
D U R | N G th e — Replacements 
M 0 N T H S A H E A i) (Estimated 500,000 Jobs in 1951) 


INDUSTRIAL SHEET METAL 


— Greatly Expanded Activity 


: (Defense Plant Ventilation, Heating, 


Cooling, Blow Pipe Work) 


23 to 25% of the Dealer-Contractors (AA Subscribers) 
Will Handle at Least 80% of this Business 


The right formula for getting volume business from this warm air-sheet metal 
field in a defense economy is known. AMERICAN ARTISAN'’s market research 
during the last war proved that 

In months ahead, you must sell the field’s KEY dealer-contractors . . . 
the 23 to 25% who will handle at least 80% of the BIG BUSINESS to be had 

and it will be business SO ESSENTIAL as to warrant availability of required 

materials to the manufacturers who participate 

These KEY dealer-contractors are paid subscribers to the ARTISAN. For the 
most part, they subscribe to no other publication serving their field 


Yes, if you want to tap this sales-rich defense market in a substantial way, in 
the ARTISAN is where your advertising belongs. 


KEENEY PUBLISHING 0 = AZ‘ : 
6 N. MICHIGAN, CHICAGO 2 .]™azZZ. 
Air Conditioning 


Headquarters 


Also Publishers of Heating, 
Piping and Air Conditioning 
for the Industrial Field. 


First in tdverttsing bolume First ix Paid Circulation First in kditorial Service to Readers 
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L. the last three years, ELectricaL Wor.Lp 
has filled requests for 342-million pages of reprints 


of Evecrricat Wor vp articles 

“Laid end to end” these pages would cover 635 
and 44 miles, not exactly an important fact. What 
is important, if you have something to sell to the 
great growth industry, is that the men who direct 
and operate this industry write in and pay for more 
than a million pages of ELecrricat Wortp reprints 
a year, with no urging on our part whatever 

In the first five months of this year we received 
requests for 3,191 reprints of an article which ap- 
peared in E.tectricat Wortp's issue of January 16, 
1950 —a year-and-a-half ago—and 1307 requests for 
reprints of an article on purchasing published 
August 22, 1949. We know of one reader 
who has three shelves 


an im- 
portant man in the industry 
full of file volumes holding reprints of every article 
on lighting that has appeared in ELectrrica, Worcp 
since 1903! 

In the last six months of 1950, articles in all but 
three regular issues of Evecrrica Woritp were 
reprinted by request. And during the first five 
months of 1951, articles in all but one issue have 
been reorinted and mailed to readers sending in 
requests. Consistently, issue after issue, ELecTRICAL 


Wor p brings its readers information so useful that 
they find urgent need for extra copies. 

We could cite a good many similar examples. 
These are enough to point out the intimate and 
highly important part Etecrricat Wortp plays in 
the working lives of the men who direct and operate 
the electric power industry. 

If your product is displayed on these pages, and its 
performance facts usefully explained, it can’t help 
entering into the active job-interests of these men 

This year, next year, and the year after that, the 
men in the electric power industry will spend more 
money on*capital goods than any other industry in 
the world. 

To inform them on the performance facts of your 
product, and to keep them informed, tell your story 
in the one magazine they turn to, far more than any 
other, for information to help them on the job. 
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INSTITUTIONS... 


Your High Priority Market 
MASS FEEDING AND 


At all times a market of huge proportions, the Insti- 
tutions field, in the present defense emergency, has 
now become one of virtually unlimited possibilities 
for every manufacturer of mass feeding and mass 


housing products 


The government and essential civilian institutions 
which make up this market are in ungent need today 
of all types of food service equipment, building mate- 
rials, maintenance supplies, furnishings, food prod- 
wets and the many other items that are essential to 


efficient, uninterrupted large scale operations, 


You can gain some idea of the broad extent of the 
Institutions market from the illustrations on the fae- 


ing page. Each of these segments of this vast field is 


today operating at near top capacity and their indi- 
Vidual product requirements will greatly increase as 


the defense program gains momentum. If your prod- 


Consult Your 
ADVERTISING AGENCY 


If you are not already acquainted with 
INSTITUTIONS Magazine and INSTITUL- 
TIONS Catalog Directory and how they can 
aid you in tapping the high priority Insti- 
tutions market, consult vour advertising 
agency or write direct for complete informa- 
tion, 


uct has an application to this field you can be sure 


that it is needed by these institutions today. 


The key buying and specifying factors, including 
purchasing agents and procurement officers, in both 
government and essential civilian institutions are the 
readers of INSTITUTIONS Magazine and the users 
of INSTITUTIONS Catalog Directory. They are the 
individuals who look to these publications regularly 
for their product information. They are the indi- 
viduals to whom you must look if you want to be 
sure your products are given consideration when 


specifications are written and orders are placed. 


When you place your product story regularly in 
INSTITUTIONS Magazine and when you place your 
catalog and specification data in INSTITUTIONS 
Catalog Directory, you have taken your most im- 


portant step toward familiarizing these vital buyers 


with the qualifications of your products. 
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Shipyards, Ordnance Plants 
Quartermas ter an d Supply Corps 
Engineerng Corps 








Clubs, Post Exchanges 
Officers Clubs 








industrial Cafeterias and Caterers 
Restaurants and Cafeterias 











Hospitals, Veterans Administration 
and Sonitariums 
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IF YOU WANT TO SELL... 


ENGINEERED 
ELECTRICAL 
EQUIPMENTS 


IN THESE CATEGORIES: \ 


INDUSTRIAL POWER 
DISTRIBUTION 
Power Fuses 
Isetators 
Cireuit Breakers 
Power Transformers Resistance 
Unit Substations Heat Treating Fur 
Bus Duet naces 
Wire and Cable Meiting 
Capacitors Salt Bath 
Conduit tafrared 
tostruments ELECTRIC TRUCKS 
Switenecar AIR CONDITIONING 
Panel Boards Process 
Switenes Comfort 
Control Centers LIGHTING 
MOTORS 4 CONTROLS Fluorescent 
Heavy Duty Ineandeseent 
Wound Rotor Meters INDUSTRIAL K-RAY 
Synchronous Motors METAL DETECTORS 
100 He Motors INDUS. TELEVISION 
00-5000 Hp Motors WELDING. ARC AND 
RESISTANCE 


\ FINISHING - 


TO IMPORTANT PLANTS 
IN EVERY INDUSTRY 


THEN YOU MUST REACH THESE MEN 


D> Industrie! Production Management 
D> Industria! Electrical Engineers 
PD Utility Industrie! Engineers 


Only in ELECTRIFIED INDUSTRY do you reach all 
three groups of men simultaneously. Only in 
ELECTRIFIED INDUSTRY are their electrical inter 
ests—ond yours—the exclusive objects of atten- 
tien. Only in ELECTRIFIED INDUSTRY do you 
reach the utility industrial engineers whose recom 
mendations ore so often decisive on engineered 
electrical equipments 

ELECTRIFIED INDUSTRY's picture reporting of 
electrically powered, proven production ideas in 
every industry from Auto thru Zinc has earned it o 
wnique readership from management men and 
from their electrical engineers 

The sponsorship of the magazine by the leading 
utilities (they poy $2.50 per year for their im 
portant industrials) guarantees a continually 
correct circulation—despite personnel and plant 
changes—that simply can't be duplicoted 
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@ Address letters to: Industrial Marketing, 200 E. Illinois. Chicago 11. 


Some accounts move and fade 
but more industrials stay put 


® TO THE EDITOR I was very much 
interested in the editorial on page 65 
of the June issue, on “New Accounts 
Never Die.” I think this subject af- 
don’t 
believe that, by and large, accounts 


fords greater penetration. I 
move a great deal 

There are, over the breadth of the 
United States, accounts that have a 
consistently bad history, agency- 
wise. These accounts will continue to 
have a bad history, agency-wise, as 
long as their present management 
exists. Most of us in the agency field 
are acquainted with these people and 
there is some particular element, 
in the personalities of the 
companies, the companies’ desires in 
their relations to the agencies, or 
something that them keep 


searching for something different in 


either 


makes 
their agency relations. 

I don’t mean to say by this that 
agencies don’t lose accounts, because 
they don’t do a good job . . some 
agencies have lost accounts because 
they didn’t do a good job . . but, by 
and large, in my relationship with 
the management of many agencies, I 
feel that at least those of us in the 
industrial field (I am not well ac- 
quainted with those in the general 
field) are attempting to do a first 
rate job for our clients. 

The accounts that you mention as 
being old with their agency are real- 
ly youngsters. We have had North- 
west Engineering Co. since 1922 and 
have received a bronze plaque from 
the company to commemorate the 
service which we have given them. 
We have had Armstrong Machine 
Works since 1921, Dings Magnetic 
Separator Co. since 1920 and The 
Foote Co. since 1924. I am quite sure 


that N. W. Ayer Co. has accounts 
that go much further back than any 
of these. 

It’s a good injection, and my com- 
pliments . . HARVEY A. SCRIBNER, pres- 


ident, Russell T. Gray, Inc., Chicago 
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Bird, Starrett stay with Snow 


® TO THE eEprITor . . This agency has 
two clients, both of which are ex- 
ceedingly well known in their re- 
spective fields, with whom we have 
worked for a grand total of seventy- 
four years. One is the L. S. Star- 
rett Co., Athol, Mass., makers of 
Starrett precision tools, hacksaws, 
steel tapes, etc., with whom we have 
been closely associated since 1912 
. . 39 years. 

The other is Bird Machine Co., 
South Walpole, Mass., manufac- 
‘turers of pulp and paper mill ma- 
chinery and centrifugal machinery 


~ontinued 
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PRACTICAL 
BUILDER 


Leads EditarioNy 


Every business executive knows 
it is often the tremendous trifles, the 
imponderables, that tip the scale in 
his favor. Take, for example, prestige. 
You can’t put a price-tag on it. 
You can’t measure it with yardstick or 


INDUSTRIAL PUBLICATIONS, INC.. CHICAGO 


slide-rule. Yet it is the pearl of great price. 


—— 
The prestige practical builder enjoys today in the light 


construction industry is no a It is the cultural outgrowth of what Practical 


Builder has done ...atd is doing... for the people who 
count in that industry. Yet phen you buy space in PB, that prestige 


costs you nothing .|..and means everything. 





--. Of the light construction industry 


“THERE'S MONEY IN REMODELING.” Send for this new 6¢1-page book, 


Free to any manufacturer who asks for it on his letterhead. 





0 


OK 


0 


OK 


HEATING SYSTEMS required in 
practically every new indus- 
trial plant-—with over $20- 
billions of essential industrial 
expansion now planned or 
already in progress. 


PROCESS PIPING SYSTEMS 
necessary to mos? essential 
manufacturing operations. 


FAN AND BLOWER SYSTEMS 
required for plant ventilation, 
process cooling, drying, etc. 


HUMIDITY CONTROL required 
in hundreds of essential manu- 
facturing operations. 


in Circulation 


0 


0 


0 


COMPLETE AIR CONDITIONING 
- air cleaning, temperature 
control, humidity control — 
necessary in practically all 
precision operations. 


INDUSTRIAL MAINTENANCE of 
heating, piping and air condi- 
tioning systems in existing 
plants — huge market in itself 
as essential industry goes into 
round-the-clock production. 


THOUSANDS OF LARGE BUILD- 
INGS (other than industrial 
but essential in any economy) 
also have big volume main- 
tenance requirements. 


in Edjtorial Service 





Before Production can Start, THOUSANDS 





OF AIR AND LIQUID HANDLING JOBS 


MUST GO THROUGH! 


To meet the challenge of National defense ACTIVITY now and in the months ahead. 


and at the same time serve a civilian economy 
‘ If you are already selling this field, it is re 


American industry ts embarked upon a tremendous 
! assuring to know that you are in an ESSENTIAL 


expansion program 
' aie market with materials forthcoming to build the 


More than $20-billion, says Business Week, products which are in such urgent demand 


will be spent this year for new industrial con- 
HP&AC makes the RIGHT contacts 


xtion and facilities 
If you are not in our field at present, it may 


This means thousands of new heating, piping 
& piping pay you to look into its possibilities 


and air conditioning installations jobs so 


q ' 
necessary that production can’t go forward That's where we come in! As publishers of 


until they are completed HP&AC, field-leading paper, we can show you 
how to get approval and orders from this 


The RIGHT reader-audience BIG BUSINESS field 
And pra tically all of this ESSENTIAL 


For any desired market information, feel free 


business is being handled by the readers of : ; 
‘ to contact us in Chicago, New York, Cleveland 


HP&AC consulting engineers, government 
. . or Los Angeles 


engineers plant engineers, contractors 


Now to the needs of industrial expansion add 
increased maintenance as heating, piping and air 
onditioning systems work overtime in existing 


plants, and you total out with GREAT 


KEENEY PUBLISHING CO. 
AIR CONDITIONING HEADQUARTERS 


6 North Michigan, Chicago 2 


Also Publishers of American Artisan for Residential Field 


to Readers in Advertising Volume... ' 


\ 
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A¥ENVM can vou sav 


IN YOUR ADVERTISING 


—TODAY? 


McGRAW-HILL maintains many services that are primarily de- 
signed to help manufacturers and their agencies most effectively 
meet current problems incident to the promotion and sale of 


products to business and industry. 


TODAY’S ECONOMY .. . with its accelerated production sched- 
ules, shifting markets, priorities, shortages, distribution problems, 
enlarged restricted areas . . . places added burdens on—and opens 
up new opportunities for—business paper advertising. 


There’s a wealth of practical information, ideas and suggestions 


in the material described here. 


Individual copies—or the complete package—can be secured 
from your McGraw-Hill man—or from your nearest McGraw- 
Hill office—or by writing direct to Company Promotion, New York. 


ONE OF A NUMBER OF “‘PLUS VALUES” TO ADVERTISERS, 
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These five booklets can help you 
PLAN AND PREPARE 

an effective advertising campaign 
for today’s industrial economy 


The Role of Business Magazines in Today's Economy. 


A 16-page booklet explaining what a business press is, what it 
does . . . the story of its contribution to World War II’s produc- 
tion front . . . how it is mobilized to meet the present challenge. 


What Happens to Advertising in a National Emergency? 


Reports on advertising in World War I and II . . . plots business 
paper ad-volume curves of representative industries and com- 
panies during World War II... includes summary and conclusions. 


Why Advertise in Business Magazines in a Restricted Economy? 


A 16-page examination of advertising in the light of today’s con- 
ditions . . . discusses objectives and opportunities . . . includes 
check-chart of jobs that advertising can do. 


What to Say in Your Business Paper Advertising Today. 


Suggests copy themes tailored by World War II experience to 
deal with shortages, delayed deliveries, critical materials, conver- 
sion to wartime production, etc., includes check-chart and appli- 
cation examples . . . 24 pages. 


Examples — Business Paper Advertising at Work. 


Brief, factual case studies of how various companies have applied 
business magazine advertising to the job of developing sales, pro- 
tecting and expanding markets, and increasing product recogni- 
tion in both normal and emergency periods. Twelve examples in 
a handy, file-size folder. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET, NEW YORK 18, N. Y. ae DAW LTT 


BEARBQGUARTERS susinmess (erFORMATIOSN 


OFFERED BY McGRAW-HILL PUBLICATIONS 
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: Selected Houses 
from 5 Geographical Regions of U.S. 





2 
How-To-Do-It 


Construction Details on 
Houses from 5 Regions 


3 








“PAsk the Experts” 
A New Department for Builder 
Problems and the Answers 

















FIRST TIME in any Building or Architectural paper-- 
the hottest, latest news....written, printed and 
bound into each copy of AMERICAN BUILDER a day or 


two before the magazine is mailed to subscribers. 





A 25-PAGE ILLUSTRATED FEATURE 


Carefully selected houses in a wide range of prices and designs, illus- 
trated with plans and construction details. For easier reading, the feature 
will be divided into 5 divisions. An outstanding AMERICAN BUILDER 
presentation. Gives the “what” on industry activity — provides industry 
members an opportunity to make comparisons, pick up ideas and observe 
what builders in other sections of the nation are doing under present 
conditions. (See No. 5 below) 





CONSTRUCTION DATA ON LATEST METHODS 


Technical details on structural parts, built-ins and special features of the 
October selected houses will be included in pages separate from the 
photographs and plans. These pages will be filled with ideas and 
How-To-Do-Its that will be adaptable, in most cases, to incorporation in 
the plans of other houses as well as those to be shown. This material will 
be cross-indexed for easy use by readers. Valuable data for architects, 
builders and manufacturers. 





AN ILLUSTRATED FEATURE 


This will be a presentation, in detail, of successful methods employed by 
builders in northern sections of the country to keep operations going in 
extremely cold and inclement weather. The weather is the chronic deter- 
rent to healthy building activity in winter months. These on-the-job reports 
of what has been done successfully, will help all builders to take more 
work and keep going at a faster pace in weather that would ordinarily 
slow down or stop work. 





A NEW DEPARTMENT 


This is a completely NEW department for AMERICAN BUILDER readers. 
The material will be entirely new. Starting with the October issue, and in 
succeeding issues, all readers will have any and all questions answered by 
the country’s outstanding authorities in all phases of light construction. 
Whenever needed, detailed drawings, charts or tables will be part of the 
answers to problems presented 





SPECIAL LAST-MINUTE 4-PAGE INSERT ON LATE NEWS 


A NEW feature starting with October issue. A 4-page insert printed on col- 
ored stock. In addition to Washington Wire Reports, the October insert will 
include a last-minute detailed nation-wide report on building conditions in the 
5 regions referred to in Feature 1 (above). The report will cover the supply 
of labor, materials and money, cust and price trends, plus a summary of how 
government regulations have affected building operations and the market. 


plus regular features and departments 


BUILDER 


Plan now to be represented with a striking adve 
tisement in the October FALL BUILDING Issu 
Send your space reservation today. 


CLOSING DATE b Cft. Gu 


AMERICAN BUILDER 


A SIMMONS-BOAROMAN PUBLICATION 


30 Church St 


79 W. Monroe St ‘ABC 4RP 
pee ADI 
. New York 7) N.Y 


Chicago 3, Ill 
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IF YOU WANT TO SELL THE KNITTING INDUSTRY... 


use the 


BIG GUN _- 
CK 


SPECIAL NOTE! 


if you want to reach 
the whole textile 
field... 

SAVE MONEY by us 
ing our special combina 
tion rate for The Knit 
ter and Textile Bulletin 
12 pages in each (total 
24 pages) cost less than 
12 pages in any general 
textile journal. 


= 





TO REACH YOUR TARGET! 


you can CALL YOUR SHOTS because... 


e THE KNITTER is the only magazine in the 
United States published exclusively for the manu- 
jacturers, dyers and finishers of hosiery and knit- 


wear 


@ THE KNITTER covers every mill of any im- 
portance in the United States and Canada . 
delivers all its circulation to the field you want 


to sell 


@ THE KNITTER reaches the men who do the 
buying gives you plus coverage of key 


personnel who influence buying. 


SHOOT MORE OFTEN .. . at lower cost! 


The Knitter's low rates make it possible to tell 
your story more often, because you don't pay 
for waste circulation out of your field. You 
can “tailor” your 
ads to a specific 
job, too, in ideal 


surroundings. 


if you sell the KNITTING DIVISION only 


The KNITTER is your 


BEST BUY in the field! 


CLARK PUBLISHING CO. 
CHARLOTTE, NORTH CAROLINA 
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For new information on 


85 INDUSTRIAL AND BUSINESS MARKETS 


and detailed media presentations of 

200 PUBLICATIONS 

see your copy of the new 1952 edition, 
MARKET DATA & DIRECTORY NUMBER 
INDUSTRIAL MARKETING 


Letters to the editor 


ntinued from page 8 





for the process industries, with 
whom we have been associated since 
1916 . . 35 years. Both of these com- 
panies are substantial users of space 
in industrial and engineering pub- 
lications as well as all other forms 
of advertising and sales promotion. 

As an example of sustained ad- 
vertising effort I offer the enclosed 
exhibit. This Bird Machine Co. bul- 
letin has been prepared and pro- 
duced by us for 317 months with- 
out missing a month. There is ample 
evidence that it has maintained its 
vigor and effectiveness as a sales 
tool for Bird Machinery 

I hope the above doesn’t sound too 
much like bragging but we are, of 
course, very proud of our long as- 
sociation with these two fine and 
successful organizations HAROLD 
BUGBEE, president, Walter B. Snow 
& Staff, Inc., Boston. 


Clark has 34 years, Edward 
26 with MG4&R 


® TO THE EDITOR 
you said you would like to hear 


. In your editorial 


about other cases. 

In our agency we have half a 
dozen accounts which we have held 
for upwards of 15 years. At the top 
f the list is Clark Equipment Co. 
with nearly 34 years and Edward 
Valves, Inc., with 26 years. Mr. E. A. 
Gebhardt, our chairman, has handled 
Clark through all of that time and 
has handled Edward for more than 
ten of the 26 years it has been at the 
agency WILLIAM A. MARSTELLER, 
Marsteller, Gebhardt & Reed, Chi- 


cago 


Cartoon suits his promotion 


® TO THE EDITOR .. We would like to 
have your permission to reprint, with 
credit, the cartoon on page 92 of your 
June issue. 

We are preparing a promotion 
piece announcing a 42% increase in 
advertising for the first six months 
of this year and the cartoon makes a 
perfect illustration . . KENNETH RID- 
DLE, general manager, Southern Mo- 
tor Cargo, Memphis 
Arthur W. Hooper . . former managing 
editor of Electrical Wholesaling, New York 


has been named executive editor 





Mr. Cummings Has 
a Problem... 


Mr. Cummings’ problem is to decide which lines he 
wants to Carry. 


If he decides on your line, he will do three things 


for you: 


He will add local prestige to your brand- 
name by virtue of his high standing in his 
community... 


He will service your products faithfully now 
and in the future — long after the “high- 
pressure’’ boys have gone out of business. 


He can and will sell your products today. 


Mr. Cummings won 16th prize in the Domestic En- 
gineering Merchandising Contest. He is typical of 
the entire group of 181 prize-winning contractor- 
dealers who, in turn, are typical of thousands of 
other Domestic Engineering Dealers. 


This message will tell you more about this unusual 
group of contractor-dealers, and will suggest how 
you may use their best ideas (2,001 of them) to 
improve the sales performance of your own organ- 
ization. 


What's your problem, Mr. Man- 
ufacturer? Is selling your big 
job? 


If it is, then your answer is 
(1) to enlist dealers who can 
sell your products, and (2) to 
help them sell by giving them 
constructive ideas on merchan- 
dising, marketing and man- 
agement. 

(Even if selling isn’t your im- 
mediate concern you must — 
in the present interim — retain 
a hard core of stable dealers 
who will service your products 
and be ready to sell when you 
can again supply them.) 


Quite likely you can find the 
right kind of dealers among 
the numerous Domestic Engi- 
neering readers who won prizes 
in the Merchandising Contest. 


To better train your present 
dealers, use the ideas developed 
by the prize-winners. 


You can get these experience- 
proved ideas in the new Do- 
mestic Engineering book, 
"2,000 and 1 Prize-Winning 
Ideas.” See next page for ways 
to get these ideas into the hands 
of your distributing organiza- 
tion. 
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A Broad Range of Products . . . Many Merchandising Techniques 


The typical Domestic 
dishwashers, automatic 
retrigerators 
and bathrooms 


Engineering Dealer sells a lot of 
washing machines, ranges and 
He plans and installs complete kitchens 
His organization installs big boilers in 
factories, air conditioning in stores, and small heating 
systems in homes. The “Idea Index” above indicates, to 
a limited degree, the relatively unlimited scope of his 


activities in supporting his supplying manufacturers with 
aggressive distribution and service 


The 71 chapters listed in the “Idea Index” (Table of 
Contents) show the broad scope of the new Domestic 
Engineering book, “2,000 and 1 Prize-Winning Ideas.” 
Every one of the 800 illustrations (approximate) and 
every one of the ideas on management, marketing, mer- 
chandising and service is drawn from the actwal experi- 


ence of one or more of the 181 contractor-dealers who 


won prizes in the Domestic Engineering Merchandising 
Contest. Read story of book on next page 





_ and | Ideas to Help 
- Your Problems! 


How is it possible to obtain and accumulate 2,001 
ideas which will help 


tested and proved ideas . 
your dealers sell more? 


Domestic Engineering did it through the Merchan- 
dising Contest. The magazine offered, as first prize, 
a $2,500 truck. 117 manufacturers (all advertisers 
in the magazine) gave their products. 136 whole- 
salers (all subscribers to the magazine) gave $1,300 
in cash. All were brought together in a prize list 
amounting to perhaps $18,000 in retail value. 


All contractor-dealer subscribers of Domestic En- 
gineering were eligible to enter. Entry forms were 
received from more than 2,000. In addition to the 
form, contestants were required to answer a de- 
tailed questionnaire; to furnish photographs, ad- 


vertising matter, radio scripts, etc., and to supply 


These are the... 


Trends in Merchandising 


These are today’s trends in merchandising as re- 
vealed by the 181 winning dealers in the Merchan- 


dising Contest: 


1. The Domestic Engineering Dealer has erected 
— upon the foundation of his successful contract- 
ing and service business — a merchandising dealer- 
ship employing advanced techniques of display, 
advertising and selling. 


His 4 - Function Service 
to Manufacturers 


Plumbing showroom of contest-winning dealer 

who has a similor display for heating and a 

third showroom for appliances. The four func 

tions shown here have become oc universal 
slogon for the industry 


a description of their successful business-building 
methods. 

A committee of leading manufacturers, wholesalers 
and sales experts judged the entries. Photographs 
and other exhibits from the winning entries occu- 
pied several thousand square feet at an industry- 
wide exhibit. 

This was the material from which the book, “2,000 
and | Prize-Winning Ideas,” was drawn. Its 200 
pages (9 by 12) illustrate and describe the ideas 
which make Domestic Engineering Dealers pre- 
eminent as merchandisers of mechanical equip- 
ment for home, industrial, commercial, housing 
and institutional buildings. 


Your dealers can draw upon the combined busi- 
ness experience of 3,989 years (total business age 
of 181 winners) in the new Domestic Engineering 


IDEA Book. See next page for special offer. 


2. The Domestic Engineering Dealer has broad- 
ened his lines to include all major appliances and 
associated products. 85°% stated they feature such 
appliances in their showrooms and in their sales 
promotion. 


3. Because of his ready entree to the home and 
his established standing, the Domestic Engineer- 
ing Dealer customarily becomes first in his com- 
munity in the sale of major appliances and asso- 
ciated equipment. These products help to promote 


(Please turn to Next Page) 





4-Way Revenve 
Provides Stability 


: ,f 
eS P=” =. 


This photograph of a contest-winner's store shows the brood voriety 
of products carried. Signboords indicate four routes of revenue which 
moke Domestic Engineering Dealers prosperous and stable 


Trends in Merchandising (Continued) 

rate fields of activity — new construction; remodel- 
ing and modernization; repair and service; store 
sales — he overcomes building cycles, business ups- 
i. The Domestic Engineering Dealer adds prestige and-downs and material shortages. 

to the brand-names he handles, and renders four- 

way assistance to the manufacturer, as expressed 6. The Domestic Engineering Dealer is set up to 
in the slogan, “We Sell . We Install . . . We service your products, and will be ready to dis- 
Service We Guarantee.” tribute your increased production after material 
5. The Domestic Engineering Dealer is tremend- shortages are over. And he can increase your 


his sale of engineered installations, which account 
for the major portion of his business. 


ously stable. Drawing his revenue from four sepa- sales now. 


How You Will Use This Book! 


You will be able to use the IDEA Beok to help your dealers DOMESTIC ENGINEERING offers, to the manufacturer and 
advertising agency, a complete package of merchandising assist 


become better outlets for your products 
ance including 


First, get a copy (on approval) for your own study. Note the 1. Domestic Engineering Magazine itself, the only fully-paid 
nany suggestions in it which will help your dealers sell your publication serving the entire field 


product », Domestic Engineering Catalog Directory, the industry's buy 


ing and specifying guide and complete catalog service 
Put a copy of the book in the hands of your sales representa 5 , es f 8 
tives. They will pass along appropriate ideas from the book 3. Complete mailing 
their calls on key contractor-dealers service for reprints, 
catalogs, etc 
If vou hold sales meetings for distributors or dealers, the 
, , & . 1. Marketing and 
IDEA Book will supply a great fund of practical material Research assist 
tor such meetings. Finally, you will want to consider the book ance 
ss an appreciated gift to selected wholesale-distributors and < 
5. Free manu- 
dealers. Such a gift will return liberal dividends to you facturers’ agent 
and sales rep- 
The first printing is limited. Order your eopy today. ( Quantity resentative 


prices On request.) service 
eee eee eee 


|. SEND me, for free examination, a copy of your new book, “2,000 and | 
Prize-W inning Ideas.” It is understood that | may return the book, without 
obligation, within ten days. After that you may invoice me for $5.00, the pur- 
chase price of the book 

». | may wish to distribute copies to my wholesalers and dealers. Please 
send me quantity prices 


NAMI TITLt 


— $500 


ADDRESS 


crry 





A copy of the book 


DOMESTIC ENGINEERING PUBLICATIONS vnccce loss re ieee 


ond attach to letterhead 





Bye deveriia 
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‘Steel’ wins plaque for best 
publishers sales presentation 


®@ NEW YORK Steel, publication of 
Penton Publishing Co., Cleveland, 
received the publishers sales presen- 
tation award from the National In- 
dustrial Advertisers Association at 
its annual conference 

Honorable mention certificates 
were presented to Tezxtile Indus- 
tries, published by W. R. C. Smith 
Publishing Co., Atlanta, and Iron 
Age, Chilton Publishing Co., New 
York 

Kenneth J. Bayer, account execu- 
tive, Oakleigh R. French & Associ- 
ates, St. Louis, presented a plaque 
to Steel. He listed three objectives 
for the awards: to give recognition 
to publishers doing an outstanding 
job of preparing presentations based 
on the NIAA outline, to upgrade 
presentations each year and to bring 
the publisher closer to NIAA. 

More than 100 business papers 
are now patterning their sales pres- 
entations after an NIAA-prepared 
outline containing 48 points that 
NIAA believes every space story 
should include. 


Edward C. Hyland . . assistant export sales 
manager, has succeeded Henry C. Gebhardt 
as export sales manager of the Stamford 
division of Yale & Towne Mig. Co., New 
York. Mr. Gebhardt is establishing his own 
business cs manufacturers’ agent in Latin 


America 


a CONTAINERS 


LEADERSHIP * READERSHIP 


More paper box makers buy BOX 
BOARD CONTAINERS than any 
other magazine. You get essen- 
tially complete coverage of all 
segments of this big-buying mar- 
ket, with a circulation of 


2738 


@ 


This 59-year old “bible-of-the-in- 
dustry” penetrates plants making 
Set-up and Folding Boxes, Corru- 
gated and Solid Fibre Shipping 
Containers, and Cans, Tubes, 
Drums and other Boxboard 
Products 


Call your nearest 


The editorial content of BOX- 
BOARD CONTAINERS features 
practical “how-it’s-being-done” 
articles, with many in-plant photo- 
graphs and diagrams. Recent and 
forthcoming stories: 
Use of Color in the Box Plant 
Cutting and Fitting of Rules 
Printing Equipment Trends in 
Folding Carton Manufacture 
Reinforcing Corrugated Boxes 
with Ungummed Tape 
Down-to-earth material like this 
is building exceptional reader- 
ship . . that means more pulling 
power for your advertising. Take 
advantage of the opportunity! 


Haywood Representative 


HAYWOOD PUBLISHING CO. 


also publishers of PACKAGING PARADE 


22 E. HURON ST. . . 


CHICAGO 11, ILLINOIS 


Whitehall 4-0868 


210 Fifth Avenue . . . . 


. New York 10, New York 


MUrrey Hill 5-8413 


WEST COAST @ 
San Francisco § 
625 Market St. 


McDONALD-THOMPSON 
Leos Angeles & Seattle | 
3727 W. éth St. 


Terminal Seles Sidg. 
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trends 


A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 


New Boron steels lessen 


critical U.S. alloy shortages 


Boron Steels . . The most significant 
steel news this year is the develop- 
of boron steels to the point 
vere they are replacing critically 
short alloys in a wide range of in- 
dustrial products 
The government has been forced 
to curtail drastically the use of such 
alloys as molybdenum, cobalt, tung- 
ten, nickel and chromium and 
there are not enough of these alloys 
litary use. The special 


even tor m 


steels developed during the last war 


e too rich in these critical alloys 
be used in volume today 
The new steels, made by using 
boron in place of much of the criti- 
cal alloys, permit very sharp reduc- 
tions in the amount of alloys former- 
ly used. Thus, many products whose 
nanufacture might be halted can 
still be made. And they will do the 
job they are intended to do 

This remarkable progress on a de- 
velopment that began before the 
last war, but that never achieved 
wide spread use, is the work of en- 
gineers of the Society of Automo- 
tive Engineers, the American Iron & 
Steel Institute and the armed forces 
These men saw the handwriting on 
the wall and in three months did 
what it took more than a year to do 
during World War II. This time, the 
job was done with far less alloying 
materials, many of which during the 
last war were imported from Rus- 
sia and what are now Russia-dom- 
inated nations 

Boron is the only bright spot in 
an otherwise dark alloy picture 
Fortunately, domestic supplies of the 
material from which it is made are 
plentiful. Men who use steel and 


who make it predict that tremen- 


dous tonnages of these new boron 
steels will be used. Their prediction 
several million tons will be melted 
this year and an even larger amount 
in 1952. . p. 1. BROWN, technical edi- 


tor, Iron Age, New York 


Aluminum and Copper. . The two 
leading nonferrous metals, present 
contrasting pictures in terms of 
added supplies for defense. The sup- 
ply of bauxite, mainly imported, is 
ample. Between partially completed 
or new projects and reactivation of 
idle government-owned plants, the 
rate of domestic aluminum produc- 
tion has been raised from 600,000 
tons annually to 800,000 tons at 
present. Plans call for production of 
1,400,000 tons by the end of 1952 and 
from 1,800,000 to 2,200,000 tons a 
few years later 

With copper, although both do- 
mestic and world production are ex- 
pansible, very little new production 
will be brought in before 1953. Cop- 
per is characteristically from large 
mines, and large new mines are like- 
ly to require about five years of pre- 
liminary development 

Both metals are basic CMP mate- 
rials. Aluminum is expanding fast 
enough so that even this year there 
will be only a little less than before 
Korea, and in 1952 more will be 
available. But in 1952, non-defense 
users of copper may be denied about 
4 to % of their normal supply, ac- 
cording to government figures 
EVAN Just, editor, Engineering & 
Mining Journal, New York 


Steel Production .. is steadily ris- 
ing and will continue to do so the 
remainder of 1951. Despite this in- 





igns of Editorial Quality and Reader 


Interest that Build Sales for you in the 
3 billion dollar Pit and Quarry Industries 





High Renewal Percentage 

81 7 0 Proving editorial quality and high reader interest—giving 
s readers a balanced magazine, an indispensable tool that 

Pit and Quarry’s producer-subscribers need to successfully 

operate their business. 





NI 





Highest Subscription Price 
3 00 Year after year more of the top men in the Pit and Quarry 


industries pay more money to read PIT AND QUARRY 
than any other paper in the field. They buy it strictly on 





editorial merit. 





PIT AND QUARRY gives you the largest audience of the 


best buyers of your products—dquality circulation built 
over the years without high pressure or premiums. 














p PIT AND QUARRY: 


538 SOUTH CLARK ST. 
CHICAGO 5, ILL. 





“We regard this as one 


of the most important steps 


in our marketing program” 


“We are firm believers in the policy of putti alogs out in the field, wher 


they can do some good, instead of alwa g for prospects to ask for them 
This has been our regular practice Mears, ever since we found that Sweet's 


Catalog Service could make 


“Sweet's now distrib catalogs for us, one specially designed for architects 


and building co ind the other for product design engineers 

ong experience that Sweet's does an efficient and thorough job 
g and delivering our catalogs to the right people in the most important 

firms. Also we know that everybody who gets a Masonite Catalog bound in a 

Sweet's File will keep it and have it handy to use at any time. So we can send out 

thousands of catalogs, confident that they will always be on hand to show the many 


applications of MASONITE HARDBOARDS 


“We regard this as one of the most important steps in our marketing program.” 


Donald E. Allen, Advertising Manager 


MASONITE CORPORATION 


CATALOG DESIGN 

Sweet's design department is staffed by 63 con- 
sultants, technical copywriters, draftsmen and 
artists. Your requirements, whatever they may 
be, receive individual treatment by men experi 
enced in your field and specially trained for this 
work 


plan -consultation and analysis of products and 
markets; determination of catalog’s scope and 
content 


rough dummies 
ject matter Capaions, Copy aad cuts indicated 


comprehensive format v jth sub- 


finished dummies —complete copy and mechani 
cal layout, ready for the printer 


CATALOG PRODUCTION 
Because of the great number of manufacturers’ 
catalogs handled, Sweet's can offer the econo- 
mies of quantity production with no sacrifice of 
quality 
Even if other Sweet's services are not desired, 
it may be found convenient to have some or all 
of the details of production handled by one re- 
sponsible organization 
Sweet's will take complete charge of the exe- 
cution of orders for any or all of the following: 
drawings and photographs, 
engravings, 
type composition, 
electrotypes, 
printing and binding 
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Sweet's distributes 

these 24-page Masonite 
catalogs to product designers, 
architects, contractors 

and builders. 


MASONITE 


CATALOG DISTRIBUTION 

Sweet's services are available for either of two 
types of catalog distribution—individual or pre 
filed—to selected organizations and individuals 
representing the bulk of buying power in the 
construction, power or manufacturing fields 


individual distribution — by purchase of one or 
more of the lists compiled by Sweet's, or by us- 
ing Sweet's mailing facilities 


pre-filed distribution —by filing catalogs perma 
nertly in bound, indexed collections (files) of 
manufacturers’ catalogs. This method has the 
added advantage of keeping catalogs instantly 
accessible at all times in prospective buyers 
offices. 


Gets the right information — 
to the right people— 


at the right time. 


Sweet's handl 


service 


DIVISION OF F. W. DODGE CORPORATION - 119 WEST 40TH STREET, NEW YORK 18, N. Y. 








This booklet tells you 
about all the things 

you can get from 

Sweet's Catalog Service. 
Shall we send you a copy? 








talogs than any other organization 


—this year over 38,000,000 copies for 1,280 manufacturers. 
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industry that spends about $6,000,000,000 
ly for equipment and supplies is going strong for the sixth 


year since the war 


Textite Worwp’s mill news columns over the last half-year 
disclose an unusual number of complete mill units under construc- 


; 


tion and currently planned. Production by these modern and ultra- 


f 


efficient plants will assure adequate coverage of both military and 


civilian textile needs in years to come. Older plants will step up 


odernization programs if they are to remain competitive 


For your sales campaign in this aggressive and still growing 
ndustry, TextrLe Wor vp offers top ratings 


1. Largest paid audience of any textile-industry publication. (23,225). 
2. Greatest aggregation of purchasing-power mill executives among 
its subscribers. (ABC classes 1 and 2). 
3. Highest reader-preference in its field (as shown by many tests). 
1. Biggest market place for textile-mill equipment and supplies; for 
many years has carried most pages of display advertising an- 
nually among its contemporaries and now ranks among the top 
25 magazines of America. (2,693 pages in 1950). 
see, to read Textize Wor p is as essential to textile mill 
as operating spinning frames, looms, knitting machines, or 


eC K Hence the slogan 


and hence the suggestion to let TW help you in your efforts 
cultivate this immense market 


of Manufactures, 1947 


EXTILE WORLD 


A McGraw-Hill Publication 
330 West 42nd St., New York 18, N.Y 











WANTED! 


25 firms who want 


SALES ACTION in a vital 
multi-million dollar market 


If you manufacture, sell and advertise any of the following materials or equip- 
ment, here is an unusual opportunity to GET ACTION from your advertising: 

Material handling and conveying equipment 

Power and power transmission equipment 

Controls, valves and gauges 

Raw materials and chemicals 

Pit and mine digging equipment. 

Oil and gas burning equipment 
Readers of BRICK and CLAY RECORD buy over $50,000,000 of equipment 
annually for their present productive capacity. Another $50,000,000 is being 
spent also for enlarged productive capacity. B&CR is the ONE AND ONLY 
authoritative medium that the men in this industry must read—an industry 
that is equally active under peace or war economy. 
This industry makes structural brick and tile, refractories, sewer pipe, farm 
drain tile, terra cotta. 


Brick & Clay Record 
Ceramic Data Book 


5 Seuth Wabash Avenue 
Chicago 3, Illinois 











PROBLEM: How to 


sell textile mills 
in Mexico. 


(Mexico, population 22.000.000; has 420 
textile mills; 1.250.000 active cotton spin- 
dies; currency. peso; rate 11 to $US1.00; 
exchange free. uncontrolled; language. 


The Modern textile finishing plant, 
above, contrasts with the older knitting 
mill, below; both in Mexico City. 


_— Sd 3 
SOLUTION: 
@ 1. Local com- 


petitive conditions make selection of resi- 
dent repr ive desirable. 2. Di 

of mills from central market makes local 
advertising imperative. 3. A medium which 
concentrates on the textile mills is indicated 
for maximum economy and selling impact. 





525 buying factors in the Mexi- 
can textile industry pay to read 
TEXTILES PANAMERICANOS 
every month. It talks their lan- 
guage, Spanish. In Mexico, it has 
more textile mill circulation than 
any one Mexican publication. The 
pro rata cost of a 12 time page for 
coverage of the Mexican textile 
mill market is only $20.46 a 
month. Extremely low-cost sell- 
ing! However, that is only part of 
the story. TEXTILES PANAMER- 
ICANOS gives similar coverage at 
similar savings in many Latin- 
American markets. It will pay you 
to get the facts from: 


PANAMERICAN PUBLISHING CO., INC. 
570 7th Avenue, New York 18, N. Y. 
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If your main product is 
oversold, promote a secondary 


® DON'T worry about taking on extra 
work as long as it can be allied to 
marketing, customer good will, etc 
When work pressure is off, there is 
always a chance to develop valuable 
background research 

But are you sure you have no 
products or services to promote? 
Secondary products, often neglected 
during normal times, may give you 
an opportunity to see what you can 
do, now that you have time to pro- 


mote them 


Catalog distribution, 
keepage and usage 


eer 


“A competitive situation, last year, 
made it necessary to complete our in- 
itial distribution just as quickly as 
possible after the catalog came off 
the presses. Most of our salesmen re- 
quire one to three months to cover 
their territories, completely. From 
the distribution record furnished 
them, they, naturally, ‘sold’ the book 
on their next calls; often taking it 
right out of the carton 

“We did not take a chance in offer- 
ing the catalog in technical (not gen- 
eral business) magazines. Practically 


problems 


in Industrial Marketing 


the entire readership of the technical 
magazines we used is made up of 
personnel and buyers of established 
laboratories. Our ads specified re- 
quests on organization letterheads. 
Less than 3% of the total requests 
had to be turned down . . those com 
ing from chemistry students and in- 
dividuals mostly and, in each of 
these cases a_ tactful down’ 


form letter was sent, restating the 


“turn 


terms of our offer 

“In this type of supply business, 
any laboratory . . whether or not it 
is located within salesmen’s terri- 
tories . . interested enough to request 
a catalog, is worth supplying. Chem- 
ists might almost be termed mail 
order buyers. If they find what they 
want in your catalog, they are very 
apt to order from you, despite your 
location 

“I have no doubt that the F. W 
Dodge Corp. can be very helpful to 
many companies in handling catalog 
distribution . . if the company is will- 
ing to take on the extra cost of this 
service. We here believe that our 
own plan accomplished our some- 
what out-of-the-ordinary distribu- 
tion as efficiently and economically 
as it could be done and, at a consid- 
erable saving over calling in an out- 
side distributing organization.” 

Mr. Stanley J. Alling, McGraw-Hill 

3 Service, New York, has a flered a 

aluable suggestion 

“Too many companies feel that 
once the distribution job is done, 
that’s all there is to it. 

“The point of this commentary, 
therefore, is to emphasize the equal 
importance of keepage and usage, 
as well as distribution. 

“As we see it, the really important 
question is ‘What happens to any 
manufacturer's catalog after it is re- 
ceived?’ Studies on this subject 
usually develop some startling find- 
continued on page 129 
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Te Back Defense ~ 
~ Te Build the Future! 


ELECTRIC LIGHT AND POWER has 
launched, with its June “Report to 
the Nation” issue, a dynomic pro- 
gram on beholf of the electric utili- 
ties and all industry whose function- 
ing is dependent upon a full supply 
of electric power. Get the facts be- 
hind this important campaign, which 
has the enthusiastic backing of lead- 
ing men in the vtilities and allied 
industries throughout the country 
Ask for a copy of this remarkable 
issue. 


SEND TODAY FOR 
FULL DATA ON 
COVERAGE, READ- 
ERSHIP, COSTS 


ELECTRIC LIGHT 
AND POWER READERS 
BUY: 
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SERVING AMERICA’S ELECTRIC LIGHT AND POWER INDUSTRY 
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If you’re selling to the manufacturing industries . . . 


SELL THESE MEN AND 
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YOU'VE SOLD YOUR PRODUCT 


The industrial salesman is the most important 


and most expensive factor in a selling program. 


That’s why he needs the help of industrial advertising 


; 


VICE PRESIDENT 
in charge of OPERATIONS 


FACTORY SUPERINTENDENT 


t * PRODUCTION CONTROL 
SUPERINTENDENT 


Obviously . . . if the industrial salesman is to make most 
effective use of his productive ability, he cannot afford 
to devote his valuable time to the dozen and one 
chores which can be more economically done by other 


methods. 


But when properly executed advertising is performing 
its important functions consistently, the industrial sales- 
man can concentrate much more of his limited working 
time on the jobs he alone can do —and do best. 


In the case of the Plant Operating Group, advertising 
has an even greater job to do. For Plant Operating is 
numerically the largest group of management men in 
the manufacturing industries . . . and it is a rapidly 
growing group. 


Manufacturers of industrial equipment, tools, supplies, 
or services realize that their salesmen, with few excep- 
tions, must sell more men in the Plant Operating Group. 
They realize as well that industrial advertising is the 
cheapest way to contact these plant men. 


That’s one of the reasons, of course, why advertisers 
invested more of their dollars in FACTORY in 1950 
than in any other monthly business magazine. Because 
FACTORY has more circulation and more readership 
among Plant Operating Men than any other industrial 
magazine published. 
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Why does 


make such a 


yy MY 


hit = 


Ay mii as 


with advertisers? 


IT’S BECAUSE advertising in Con 
struction Equipment hits home.. 
finds the prospect and effectively de 


S 


livers your product story 


Construction Equipment does this ir 
two ways, by maintaining 
ani ue nethod of ireculalior 

Our irculation managers” are the 825 
construction equipment salesmen who, 
vith intimate daily contacts with practi 


cally all buyers in their territories, know 


how to place subscriptions where they wil 
lence our most mportant buying 


source 


2. An editorial policy that’s different 
Tailored to the always-in-a-hurry cor 


struction man brief, practical write 


ups on cost-cutting equipment applications 


terse, meaty articles on new machinery 


AND BEST OF ALL is our batting 


uiries turned into orders 


average on ing 


we'll be glad toshow you our record 


CONSTRUCTION EQUIPMENT 
4 merica’s Faste 


4 Conover-Mast Publication 


05 Ea te . 4 
205 East 42nd Stree 


New York 17,N.) 
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DiSalle, O’Mahoney on hotspot 
in tax-price-ad squeeze 


By Stanley E. Cohen 


® price curer Mike DiSalle is a busy 
man. He's at his desk early each 
morning. And he is still there at 11 
o'clock or later almost every night. 

So many people have problems to 
bring to his attention that there are 
hardly enough hours in the day just 
for his appointments 

No wonder then, he reached for 
the alarm bell when he began to 
hear complaints that pricing policies 
of his Office of Price Stabilization 
may make it difficult for business to 
advertising and 


carry on normal 


sales programs 
His pricing orders for manufac- 
tured goods and machinery . . CPR 
22 and CPR 30 authorized ad- 
justments for post-Korea increases 
in the cost of materials and factory 
there is no oppor- 


labor. Because 


tunity to provide for increases in 
selling costs, some business leaders 
have charged that the orders will in- 
evitably “squeeze” these operations. 

The defense of CPR 22 and CPR 
30 has been vested with Gardner 
Ackley, OPS chief economist. 

He insists that so long as margins 
production costs are reason- 


both the 


to continue 


over 


able, sellers will have 


means and incentive 
their advertising programs. 
expenditures are 
cut,” he argues, “it will not be be- 
cause of OPS regulations, but be- 
cause some sellers feel . . often mis- 
takenly that advertising is un- 
market which will 
take all that can be produced.” 

One final word from Mr. Ackley: 

“Actually, with the present struc- 
ture of corporate taxes, I should be 
expendi- 
tures do not increase rather than de- 


“If advertising 


necessary in a 


surprised if advertising 


cline.” 


Senators Dismayed . . Mr. DiSalle 
is trying to avoid the kind of thing 


that has happened to Sen. Joseph C. 
O'Mahoney (D., Wyo.) who prob- 
ably wishes just now that he was not 
chairman of the Joint Committee on 
the Economic Report 

It was Sen. O’Mahoney’s commit- 
tee, you may which 
thorized the publication of a staff 
measures, 


recall, au- 


study of anti-inflation 
which happened to include a propos- 
al for an excise tax on advertising. 
Since then, advertising groups 
have denounced this proposal, and 
a flood of mail has been pouring in 
on Senators. One or two senators 
have been so dismayed by this mail, 
they have had their secretaries check 
the Washington office of INDUSTRIAL 
MARKETING in an effort to find out 
what it is about. You can have Sen. 
O’Mahoney’s word for it. He isn’t 
sponsoring a tax on advertising 


CMP ‘Miracle’ . . National produc- 
tion authority has performed some 
minor miracles in the past few days. 
More than 40,000 CMP applications 
have been processed with such speed 
that most companies will be in a po- 
sition to use CMP for their Septem- 
ber deliveries. 

Originally, feared that 
the processing job might be so cum- 
bersome that an elaborate system of 
directives and_ special priorities 
would be needed this quarter. 

Don’t think it hasn’t involved 
blood, sweat and tears. Bert Roper, 
who has been writing CMP regu- 
lations, lost 15 pounds in the process. 
He can’t spare that much, either. 


officials 


Rough Road Ahead . . Defense 
Mobilization Chief Charles Wilson 
reminds us that the next 18 months 
are the most difficult in the defense 
program. With the services spending 
at the rate of $1 billion a week . . 
no small change, even today . . de- 
fense output will be a substantial 


nftinued mh poge 





LEADERSHIP...READERSHIP 
in business paper publishi 





NATIONAL 
PETROLEUM 
NEWS 


First AYanp for the best series of articles goes to 
Nationgf Petroleum News. This is just one example 
in a lofg history of editorial achievements that has 
madf/NPN a leader among business papers. For the 
pagf two years, for example, reprint requests have 

eraged 323,045 per year among an audience of 

1,000 paid subscribers! Add to this record the 
exceptionally high figure of 84.1 per cent average 
renewal rate over the last five-year period for an 
oil marketing publication that costs $7.00 per annual 
subscription! 

For 42 years, National Petroleum News has been 
the oil man’s primary source of industry news, prices, 
transportation, storage and merchandising wa eam 
tion. To achieve this, NPN employs a full-time staff 
of 16 oil-news reporters and 7 oil-price reporters 
operating out of 6 regional bureaus hooked up by 
2,400 miles of leased teletype wires. Thoroughness, 
accuracy and speed are the laws by which these 
reporters cover their assignments. This timely, 
authoritative reporting of oil news, coupled with 
forthright editorial expression, has caused National 
Petroleum News to maintain unsurpassed reader 
interest and loyalty. 








National Petroleum News 


1213 West Third Street, Cleveland 13, Ohio 
A Platt Petroleum Publication 


Offices in: Washington, New York, Chicago, Houston, Los Angeles 
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EDITORIAL IMPACT 





makes one of the 

















world’s great 


There’s many a reason why ... year after year... 
advertisers to Metalworking invest the most 
advertising dollars in American Machinist. But 
none is more important than the simple fact no 
other metalworking magazine can take your 
advertising to this industry in the company of 
such tremendous editorial vitality and IMPACT. 
We have ample proof of this to offer you: 


. over 2,000 editorial pages a year... written 
exclusively for, and geared 100 per cent to the 
job interests of, Metalworking’s most power- 
ful buying group: Propuction MANAGEMENT. 
We will be glad to send you a recent copy of 
American Machinist if you want to see the 
kind of IMPACT 15 editors can generate 
when they concentrate on serving PRODUCTION 
MANAGEMENT exclusively. 


. a steadily growing, all-paid circulation of over 


28,000. An important question you may want 
to ask is why, among all metalworking mag- 
azines, only American Machinist continues to 


attract an all-paid circulation. The answer is 
editorial IMPACT. 


. the exciting facts about American Machinist's 
proved readership you will find in the only 
Advertising Research Foundation survey of 
a_metalworking magazine. This is research 


sponsored, conducted, and analyzed by the 
only research organization founded and con- 
trolled by advertisers like you: members of 
the ANA and AAAA,. And when you are 
deciding where to concentrate your adver- 
tising . | . it’s important to remember only 
American Machinist can give you unbiased 
PROOF of what you are buying in readership. 


The facts will tell you: when you want to do 
more business with America’s biggest industry . . . 
concentrate your advertising in American 
Machinist. Why buy less . .. when only American 
Machinist offers you the proved readership of 
over 28,000 management-concentrated, produc- 
tion-minded men, who are 100 per cent self- 
elected subscribers to Metalworking’s most 
powerful editorial and advertising force. 
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How to lose an election . . 


Apsey wins presidency 


at NIAA‘s biggest conference 


® tHE National Industrial Advertisers 
Association's 29th annual conferer 
broke a record, tossed a tradit 
»verboard and embarked the 
ts most ambitious | 
¢ 
The record was a registered at- 
tendance of 1,300 advertising men 
surpassing the previous high by 500 
The tradition was a method of 
electing the nominating committees 
officers without opposition 


John 


Siate ol 
Heading the committee's slat« 
F. Apsey, Jr., advertising 
Black & Decker Mfg. Co 
Md., was elected president 
Robert A 
Automatic” 


after Joyce, director of 


*rtising Sprinkler 
Youngstown, O., got himself 
nated from the floor in an un- 
precedented campaign against the 
committee’s choice. The vote was a 
thumping 184 to 43 
The ambitious new program was 
establishment of the Industrial Ad- 
vertising Research Foundation, with 


provision for a $75,000 annual budg- 


et. The foundation will be owned by 
NIAA and controlled by advertisers 
Details will be 


announced within a month 


contributing funds 


One other challenge: this one 
successful in the unique election 
B. Montague, U. S 


who, after 


contest was W 
Steel Co., 


inated from the floor, was re-elected 


being nom- 
a vice-president, edging out the 
candidate, 
Harold H. Oldham, assistant director 
of advertising, Republic Steel Co 
Mr. Joyce and Mr. Montague, 
whose plans to touch off the election 


nominating committee's 


battle were reported exclusively in 
INDUSTRIAL MARKETING three weeks 
before the convention (IM, June), 
both hoped that no ill feeling had 
been aroused by the campaign. Con- 
gratulating the new president, Mr 
Joyce declared that “competition of 
this type is a healthy thing for any 
organization.” Terming the contest 
a “stimulating - experience,” Mr 
Apsey said: 


“It’s been a long time since the ac- 


July - 1951 


tivities of NIAA have been brought 
under such a powerful microscope, 
and the opinions and desire of mem- 
bers pulled into such clear focus 
Strong preferences have been ex- 
pressed in the past several months, 
and I, for one, am grateful for a 
clearer picture of what you mem- 
bers want and expect from your as- 
sociation.” 

Chapter delegates then changed 
the by-laws in a way virtually assur- 
ing further spirited elections ahead 
Changes permit the naming of more 
than one presidential candidate and 
more than four vice-presidential can- 
didates by the nominating committee 
and provided for a new national 
committee to discover and pub- 
licize the availability and qualifica- 
tions of candidates 

Other officers 
Kenneth J. Bayer, account execu- 
tive, Oakleigh R. French & Asso- 
A. R. Tofte, advertising man- 
ager, Allis-Chalmers Mfg. Co., and 
Gene V 


rector, 


elected included 


clates 


Wedereit, advertising di- 
Girdler Corp. and Tube 
Robert D. Towne, vice- 
president, W. L. Towne Advertising, 


Turns 


general chairman of the convention, 
was elected secretary - treasurer 
Blaine G. Wiley continues as execu- 


tive secretary 


NIAA .. member: 
creased $5 annually, after outgoing 
Secretary-Treasurer C. W. Shugert, 
assistant to the advertising manager, 
Shell Oil Co., 


that “unless we 


dues were in- 


told the convention 
vote to increase 
dues, NIAA can’t stay in business.” 
NIAA itself of its 


former financial dependence on con- 


thereby freed 
ference profits 

The start of the fiscal year was 
1 to July 1 to 
preparation by 
new officers for resumption of chap- 


changed from Sept 


facilitate advance 


ter activities in the fall 


July 1951 / 33 





How to build 


an industrial catalog 


By Gene Wedereit 


WANTED .. Sales Representative 


® Large midwestern manufacturer offers 
splendid opportunity for qualified sales 
representative. All applicants must have 
following requirements: 

Appearance . . neat. well-groomed. digni- 
fied and highly presentable. Able to pro- 
vide complete specifications on more than 
4,000 items at a moment's notice. Trained 
to answer almost any technical question 
that may develop. 

Must have complete understanding of 
our products so as to give engineering as- 
sistance to al! customers. Must be able to 
present graphic installation information to 
prospects memorize prices, discounts, 
material specifications and availability. In 
short. he must be a walking encyclopedia 
of all items in our line. Most important . . 
he must be willing to spend all of his time 
away from home and work for little money. 


Unusual Ad, Isn't It? . . The com- 
pany’s requirements are for a sales 
superman. The company asks for 
the lion’s share of benefits at little 
expense 

But the last line gives the ad away 
No salesman will take the job. In 
fact, there is no such salesman 
and, of course, no such ad. These are 


the requirements of the industrial 


catalog. Fortunately for the industri- 
al advertiser, the catalog can fill 
them 

But it can fill them only if the ad- 
vertiser masters a good method of 
painstaking planning and execution 
At Tube Turns, we believe that we 
have found the method and produced 
the catalog that can answer success- 
fully that hypothetical want ad 

This is the story of how we did it, 
how we produced our industrial cat- 
alog from inception through final 
distribution 

The catalog’s development from 
idea to reality covered four distinct 
phases . . research, preparation, pro- 
duction and distribution. The story 
began in the office of Walter H 
Girdler, Jr., vice-president, when he 
gave me the go ahead on a new cat- 
alog 

I went back to the advertising staff 
and announced our new assignment 
The reaction was immediate, enthu- 
siastic and contradictory. I got sug- 
gestions for a loose-leaf volume and 
a bound volume, for a_ letterpress 
job and an offset job, for an off size 
and a pocket size. And overpowering 
reasons why 

I put on the brakes. To have ideas 


Distribution . . Cota 


: Is€ Is€ A 


about the catalog was wonderful. . 
but not enough. We had to find out 
first what the men who use a catalog 
want, why they need it, what they 
use it for, what they want in it. That 
meant field trips research the 
first phase 

Several of us called on distributors 
and talked first with their purchas- 
ing agents. One of them neatly sum- 
med up the general attitude 

“What we need, gentlemen, is few- 
er books and more information. Give 
me one book covering your complete 
line with a place to keep discount 
sheets and you'll make my job a lot 
easier.” 

We talked to many others dis- 
tributors’ salesmen, distributors’ es- 
timators, warehousemen, stock 
clerks, piping engineers, operating 
and maintenance engineers. They 
told us much we wanted to know. 


Distributors’ Salesmen . . told us 
they wanted a catalog that looks high 
class, gives out with most of the right 
answers and contains selling am- 
munition on the products. 


Distributors’ Estimators . . 
. special 


wanted 
to know what's available . 
items and standard products both. 








Specs, too, complete and all in one 


place, and don’t torget a good index 


Warehousemen .. used a catalog 


mostly for product identification. 
What they wanted was something to 
identify a product so they could put 
it in the right place. Give them part 
numbers and describe the product 
with pictures, they asked, and they'd 


be all set 


Piping Engineers . . wanted three 
things most. First, detailed technical 
information about the product. Sec- 
ond, performance data under actual 
Third, complete 


specifications, including dimensions, 


service conditions 
weights, range of sizes, types and 


materials 


Operating Engineers. . and main- 
tenance engineers cast another vote 
for specifications and technical data 

from their particular standpoints 
It looked like a part index would be 
useful to these men, too 

After more than 100 interviews, 
we felt that we had a fair idea of the 
important information to include in 
our new catalog 

The catalog needed to cover the 


line as comprehensively as possible, 
including complete specifications on 
all product types and sizes and engi- 
neering data on piping in general as 
well as our products in particular 
Each item should have a part num- 
ber, and those numbers should be in- 
dexed for quick reference. Product 
and installation pictures should be 
included. The catalog should be im- 
pressive in appearance as well as in 
And, finally, it should tell 
our company story 


content 


Preparation .. We were ready for 
the second phase preparation 
including assembly of data, copy as- 
signments, art work and layouts 
First came the selection of a format. 

We decided on a 9x11” page size 
to give us an extra half inch in width 
beyond the standard 84% x 11” size to 
allow for a comprehensive thumb in- 
dex. We selected blue and yellow for 
the cover, with a yellow backbone 
to stand out on any bookshelf 

We carefully chose a certain shade 
of blue for the second color inside, 
which was dark enough to use by it- 
self and in screen tones and reverses 
but light enough to contrast with the 
black and to overprint. 


The catalog was printed on both 


offset and letterpress. Offset was 
used for sections containing general 
information not likely to be subject 
to change. Offset enabled us to con- 
trol all elements of the page on the 
art work. In other sections, letter- 
press gave us the flexibility to make 
last-minute changes in text and gave 
us more sparkle in our halftones. 

We chose a type obtainable in all 
weights light, medium, bold, ex 


tra bold . 


ommended by our printer 


and a paper enamel rec- 


Next came the assembly of data. 
The advertising staff went into the 
engineering service division, into re- 
product 


search and engineering. 


Here is a staff member making a 
typical check with a technical man: 

“Let’s check part number six. A 
45° elbow, extra strong, long radius. 
Three-fourths-inch pipe 
size .. what’s your outside diam- 


nominal 


eter?” 

The technical man replies: “One 
point oh five oh . . LD. point seven 
four two . . wall thickness point one 
five four. Center to face seven six- 
teenths. Radius one and 
eighth = 

And so this tedious but essential 
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Advertising readership research 


.- how to make it work 


Legend 


Noted” readership index 


Noted” efficiency index — readership 
index divided by cost index 


Read Most” readership index 


Read Most” elficiency index = read 
ership index divided by cost index 


Effect of readership 





Conclusions are easy to jump at but 
often turn out to be quicksand when 
we land in them 

For instance 

How good are the top-ranking ads 
as models? Every time a readership 
report comes out, some people start 
claiming they've got all the answers 
Some people even some of the re- 
searchers themselves will take a 
look at one ol these high eade rsh p 
ads. deduce all the easons for the 
success and hold it up as a glittering 
example of how to achieve top atte 
tion. Yet, a little objective looking 
around will often discourage the 
searcher for the one big answer 

You've all noticed that, I'm sure 


but here are just a few examples 


@. In the Advertising Research 


Foundation’s study of American 
Builde 


ynsistencies 


I found these apparent in- 
two plumbing ads 


same product category both black 


and white pages both with large 


ns, short copy ame ap- 
positions aCK- 
ages Yet rie 


1 
Dy 21 
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b. Another pair . . floor coverings 

main element in both ads is an of- 
fering both two-color pages 
same relative positions. Yet one was 
noted by 13%, the other by 39%. 

Or take it another way. Try to 
match up the advertising techniques 
among top-ranking ads. They’re all 
over the lot. It’s easy to find identi- 
cally rated ads of widely varying 
types. Big, single illustrations or 
small, multiple illustrations . . photos 
or drawings short copy or long. . 
big headline or small 

You can even find a particular ad 
varying widely on suecessive inser- 
tions in the same magazine . . and in 
the same identical preferred position. 
In company with one of our clients, 
we've been trying this on an experi- 
mental basis. Here are the percent- 
ages of readers who saw the repeated 
ad as measured by Daniel Starch 
& Staff. New York: March, 27%; 
May, 15%; June, 5 August, 12° 
October, 12 December, 17°; Try 
that one on your deducet 

Or, consider these figures. Another 
ad got a noted rating of 26% in May, 
14%, in September and 32° in De- 
cember. Same ad, book, and position 

If readership research seems to in- 
dicate that there are ym the one 
hand, all kinds of ways of getting 
good or superior readership, and on 
the other hand that adherence to the 
principles which worked for one guy 
doesn’t necessarily always work for 
others .. then what’s all the shouting 
about? 

It’s about this: readership research 
as it comes to you from the ARF, o1 
from Starch, or from other sources, 
is really only raw material. It’s not a 
finished product. It isn’t something 
to pull off the shelf like a dictionary 
But it does supply you with a finish- 


Legend 
s “Noted” readership index 


“Noted” efficiency index — readership 
index divided by cost index r 


“Read Most” readership index. 


‘Read Most” efficiency index — read 
ership index divided by cost index. 
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The objectives.. The tools.. 


How to administer industrial publicity 


By Harry W. Smith. Jr. 


clear? Go on a treasure hunt for extra costs. Otis Elevator Co., New 
the verb in each of them York, uses its publicity for several 
For example, look for the verb in well defined purposes, among them 
these true, flesh-and-blood purposes to establish the same respect for the 
of companies using publicity to do a Otis name in the freight elevator 
job today field that the name enjoys in the 
The plastics department of Rohm passenger elevator field. Heli-Coil 
& Haas Co., Philadelphia is out to Corp. uses publicity to find markets 
suggest new uses for Plexiglas and for its thread inserts in mass pro- 
to extend those particular present duction industries other than the 
uses which promise large quantity aviation industry which spawned the 

purchases by significant numbers of company 
® THE CHART above lists 26 typical users. The Industrial Mineral Wool Find the verb in these statements 
objectives for an industrial publicity Institute uses publicity to teach the of purposes: to suggest, to extend, to 
program. Until you know which of technology of application of its in- teach, to reverse, to establish, to 
these you want to aim at in your sulation materials in industry find. These are active and real verbs, 
publicity program, you cannot ad- Hunter Spring Co., Lansdale, Pa verbs which will make sense to a 
minister it effectively uses publicity to reverse the wide- sales manager and the boys upstairs. 
Until you clarify your purposes spread belief that blueprint toler- The weakest verb I know in this 
you may be wasting time and effort ances are being followed in the business is “to fill . . scrapbook 


How do you make the purposes spring industry without involving pages.” 





The adjoining chart shows 26 ob 
jectives, classified in six 
groups: product information, market 
development, sales assistance, 
identification, influencing of opin- 
ion, and the building of profession- 
al stature for technical specialists. 
Look them over, find the verbs and 
see which ones fit you 

Write down the one or two or 
three (no more) key objectives you 
want to gain, and it will become ob- 
vious what material you have to get, 
where you can get it, how you will 
handle it, to what publications you 
will offer it, and whether (both in 
your opinion and in the opinions of 
your management superiors) pub- 
licity is a worth while activity for 
you 

How much will it hurt? In ad- 
dition to knowing objectives, an- 
other administrative blind spot in in- 
dustrial publicity is the appropria 
tion. There are several tested ways 
to budget for an 
program . 
it to yield results in measured sales 


industrial news 


ways to price enough of 


influence, ways to find out how many 
publicity dollars are required to hold 
a fair balance with your expendi- 
tures for other (direct 
sales work, sales promotion and 
magazine advertising). 

These ways include: 

1. Spend 15 or 20% as much on 
publicity as you do on your space 
budget and you should be able to 
headline for 


activities 


match news to ads, 
headline, inch for inch. 

2. Total the number of printed 7x 
10” pages you want to clip from the 
trade, technical and business press 
in the budget period and multiply 
by a figure of approximately $75 

3. Decide what part of your bank- 
roll should go for “information and 
education” as against “promotion 
and solicitation.” 

4. Spend 0.5% of next year's ex- 
pected sales 

5. Determine how many fractions 
of a man (or how many men) you 
require to know and interpret the 
technology of your business and the 
technologies of your customers’ 
businesses. Multiply by $5,000 a year. 
Determine how fractions 
of a man (or how many men) you 


many 


need to prepare the copy and con- 
fer with the editors about it. Multi- 
ply by $5,000 a year. Deter- 
what your 


tinued on page 130 


mine percentage of 


major 


Do’s and don’ts 
of industrial 
publicity 


By Tom Campbell 


® INDUSTRIAL PUBLICITY isn’t always 
simple, but the general principles 
that can help you get it are. They 
can keep you out of trouble and at 
the same time give you plenty of 
room to tax your ingenuity. Here 
they are: 


Don'ts .. 


1. Release dates should not be too 
far ahead . . the editor might forget 
them. 

2. If the copy sounds like a free 
ad, don’t send it. 

3. Avoid literary composition 
keep it simple. 

4. Don't fire a barrage to all busi- 
ness editors. Pick the papers inter- 
ested in the story. 

5. Don’t overplay the news. When 
you are through, quit. 

6. Don’t send a letter of transmit- 
tal suggesting that an item be run 
and asking for tear sheets. The editor 
will know if it should run. And you 
can do your own searching. 

7. Don't flood a single magazine 
with your copy. If it’s news, send 
it to the news editor; if its technical, 
send it to the technical editor; if 
its a new product, send it to the new 
products editor. 

8. Keep on the track . . don’t sneak 
in copy having no bearing on the 
story. 

9. Don’t be cagey 
off 

10. Don't expect a column when 
three sentences tell the story. 

11. Don’t use pressure on the top 
editor. It won’t work and you lose 


. it won't pay 


out in the long run. 

Most editors believe a publicity 
man’s job is to get the good news in 
and keep bad news out. Most editors 
believe publicity people often do jobs 
that they would never do if the 


choice were theirs. Most editors be- 
lieve a publicity man should act like 
an editor to his client and should 
know what is and what isn’t news. 


Do's. . 


1. Tell your story in short simple 
words and sentences. Keep it to 
one page if you can unless it is a 
technical story with needed details. 

2. Get the gist of your story in 
the first paragraph. 

3. Put at the top of the release the 
name and telephone number of the 
person who can supply additional 
information or answer questions. 

4. Leave a margin at the top for 
the headline writer. 

5. Be explicit and make the pub- 
licity show its news value; other- 
wise why a release? 

6. If background information 
would be helpful, put it on a sepa- 
rate page and label it. 

7. If an editor calls for more in- 
formation, give it to him but don’t 
call up other papers and give them 
the same material. 

Editors have their jobs and their 
waste baskets. If they printed all 
the releases they get they would fill 
a book. 


Things to know . . 


1. Editors get hundreds of releases 
they can tell the good 


each week .. 
from the bad. 

2. They have their own style sheets 
to follow .. and they will write it 
their own way. 

3. They have bosses, too. 

4. They have deadlines and wor- 
ries, and work hard for their papers 

so keep troubles between you and 
your clients to yourself. 

5 They hate to waste time going 
half way through a release and find 
it worth a line or two. 

6. They don’t like speeches as a 
rule because most of them have 
been given before. 

7. They want enterprising stories 
by their own men first. You often 
can help them by getting material 
or arranging interviews. 

8. Public relations people who 
brag that they “can get a story in” 
are not liked by editors. This is the 
best way to score zero on everything 
you send out. 
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the advertising and sales manager 
on an equal level, with both directly 
responsible to an executive in charge 
of all marketing activities 
In the past decade, many new 
~ 2 - titles have appeared in company or- 
Where should advertising fit ganization charts: director of mar- 
keting, vice-president in charge of 
marketing, vice-president of mer- 
in the organization chart? chandising and advertising, or vice- 
president in charge of sales and ad- 
vertising. These are but a few of the 
new titles which acknowledge the 
trend toward placing a major execu- 
By William A. Marsteller ; tive in direct charge of all sales and 
advertising functions 
C. H. Sandage, author and pro- 


mship Detween the saies mal 
and the advertising manage! 
ot [rom the most efficient and 
ystematic progran 
This departmental relationship President 
f the rel: ” i n vary materially between con 
and advertising anies i to size and type of prod- 
rial advertising manager n the industrial field particu- 
sales nané arly it seems to me that the adver- 
e equal auth \ I manage should report to the Sales Manager 
answers to these dat sales manager and work closely with 


oblems because only Sales IS In a posi 


ss-sectior ; n to know intricacies of product 
ludir npar i¢ pir } al i narket coveragt 
residents i! ars 7eOr$ avis, president, Vulcar 
Dubois, Pa., agreed 
Cassidy that advertising 
should report to the sales 
So did P. F. Marshall, ad- 
g and sales promotion man- 

Appleton Electric Co., Chicag 

Marshall qualified his opir 
ywever, as follows sssor of advertising at the Univer- 


Whe 


ther or not the advertising ity of Illinois, illustrated the major 


should report to the sales vantage in having both the sales 
largely on the and advertising departments report 

of the individual to one executive administrator 
authority. In com- For the majority of companies, I 
sales manager is a would strongly favor having a vice- 
developed mer c ve on the policy-making president in charge of all promotion- 
companies evel Ink 1e ad manager hot i al activities with a separate depart- 
that, regar« f t repo! hi ment of advertising and a separate 
ionship ' some larger compani \ ! department of sales under the vice- 


al sales managers report to ident. Surely some means for 


president in charge of sales, I co-ordi ing the various promo- 
that the advertising managet tional efforts of a company is highly 
yuld be equivalent in authority to desirable 


individual sales managers, and “If advertising becomes a part of 

ise should report to the vice- a sales department and the depart- 
resident.” manager thinks primarily in 
M Marshall's suggestion reflects ms of personal selling, then the 


d. Growing recognition of advertising operation is bound to 


need for closer cooperation be- sulier. The reverse would be true if 
ween sales and advertising has led Sales were a part of the advertis- 


; 


to place ing department and the advertising 





manager thought primarily in terms 
of advertising. With a vice-presi- 
dent in charge of aii promotion, the 
organizational environment would 
encourage thorough going co-ordi- 
nation of all elements entering into 


promotions * 


Equal status .. Lukens Steel Co., 
Coatesville, Pa., has a very definite 
line of authority and responsibility 
which operates in much the same 
manner. President Charles 
Huston, Jr., 


organization chart like this 


Lukens 
Lukens 


described the 


“The vice-president in charge of 


sales has charge of all of our com- 


President 


Sales Manager 


mercial activities. Reporting to him 


is the manager of market develop- 


ment, who in turn supervises the 
work of the advertising department 
Also reporting to the vice-president 
in charge of sales are the sales man- 
agers of our various divisions 
There is close liaison between ail 
of the individuals mentioned above 


including regular meetings of the 
sales committees of which all are 
members under the chairmanship of 
the vice-president in charge of 
sales " 

Spelling out the ideal relation be 
tween the sales and advertising de 


partment most executives agree 


that “it all depends” on such factor 
as 

1. Size and complexity of the com- 
divisions and 


pany, annual sales by 


products, extent of markets for the 


various products 


2. Size of the advertising budget. 
Which is more important, advertis- 
ing or personal selling? 

3. Nature of distribution 
are company salesmen used 
or industrial distribu- 


chan- 
nels . 
extensively . 
tors, manufacturers’ representatives 
and mill supply houses? 

4. Individual company manage- 
ment policies what has been the 
executive attitude in the past toward 
advertising and sales promotion 
functions? What is the 
advertising agency relationship? 

If advertising is placed under the 


company- 


sales manager, how much control 


should he exert? 


ters of sales policy, all advertising 
should be under the direct control 
of the person responsible for that 
program.” 

Oakleigh R. French, of Oakleigh 
R. French & Associates, St. Louis 
advertising agency, said: 

“In the case of several of our 
clients the sales manager simply 
approves the budget and all adver- 
tising is approved by the advertising 
department. With other clients not 
only the sales manager but the pres- 
ident as well approves every piece 
of copy that appears in any publica- 
tion. I just don’t think you can set 
up any standard pattern for sales 


President 


fi 


Vice-President of Marketing 





is another 


The degree of control 


‘it all depends” problem. However, 
all industrial organizations, with ad- 
sales, must 


vertising reporting to 


answer such these: 
Should the 


check general advertising themes, or 


questions as 
sales manager simply 
just product advertising, or dollars 
spent? Should he check all advertis- 
ing copy and generally approve all 
advertising output? 
Davis, Vulcan Soot 
Blower, was emphatic in his state- 
that 


sales tool, every 


President 
ment “since advertising is a 
phase of it is the 
sales manager's responsibility.” 
Sales, Hands Off . . On the other 
hand, A. B. Morse of ad- 
vertising, Globe- Union Inc., Milwau- 
kee, necessarily think this 
should be the case. He said: “Aside 


from technical supervision and mat- 


director 


doesn’t 


and advertising organization in the 
industrial field.” 
what the 


president of 


Here's executive vice- 


one of the country’s 
largest chemical companies said con- 
cerning sales control of advertising 

“The sales manager should exert 
enough control over advertising to 
accomplish the purpose of it in his 
general sales program. He should 
certainly contribute to the establish- 
ment of policy, purposes and ob- 
jectives; be active in establishing 
advertising themes; the amount of 
money to be spent; and the nature 
of the copy.” 

Ad Manager Marshall of Appleton 
Electric believed that the amount of 


sales control goes right back to the 
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ods in a compact, dramatic and fast- 
moving way 
IM hh Sy “It is not at all difficult to throw 
onors 6 business papers a magazine together using the paste 
pot and shears technique,” he said. 
a o 2 “But to put out a good magazine to- 
for editorial achievement day requires hard work and excep- 
tionally high calibre talent which 
most of us, as readers, are coming to 
recognize and appreciate as never 
before. In the past 13 years, rmvpus- 
TRIAL MARKETING’s competition has 
® PLAQUES were awarded to 15 of paid tribute to business publication been an important stimulant to that 
the nation’s business papers in INn- editors who, he said, are doing an appreciation and to the raising of 
STRIAL MARKETING S 13th annual ncreasingly better job of presenting editorial standards themselves.” 


ness paper competition for edi- trade and industry news and meth- Plaque and certificate winners 


Industrial 3 3 : ae 
= 7 


*%T. C. DuMond F. K. Lawler Cc. O. Willson (3) A. W. Kramer Irwin H. Such %& George 
(2) Nordenholt (2) 


tofial achie ( of the PS 
biggest ever hel ; ; 
The plaques were presented by = 
Bérard J. Dolan, sales manager a wpa. 
Pek A. Frasse & Co New York =— 
atthe annual conference of the Na- 
tigmal Industrial Advertisers Asso- 


ciatior h he is past president 
Mor n 590 entries were re- 
cefved from 259 business publicatior 


whic! ‘ 1dged tor n best series 


sir F ie best 
, 
+S ap presenta a 
b } ] reseal n I 
< 10 certifi- 
warded 


npetit 


W. ]. Murphy J. L. Horty %Fred Hamlin 


anise out *G. M. Lebhar *L. Wray (2) Walter Raymond trlew Schwartz Olive Graham 
nents by edito 


da. Winners 


mm f 24 judges 
lc fro we é , 2: 


tr 


]. W. McPherrin W. Van Dyke ]. A. Pounds II! w& Francis deN W. D. Cocking 
D Schroeder (2) (2) 





Industrial papers Best single issue 
ah te , Plaque winners (tied for first place) 
Best series of articles Satatente exits sabe? | 


Plaque winner . 
i Plaque Winner 
- Mat : 


» 


Certificates Certificates 
Certificates 


Me 


G. C. Lindsay Lew Gilbert P. B. Garrett *% KE. Goble (4) H. L. Waddell P. 1. Prentice (3) 5S. F. Heinritz 
, sting sht A rchite ; . tory Magazine h@ping 


*W. C. Platt Harold E. Snyder Betty Held R. L. Stanley *G. O. Argall. J. U. Steinfirst 


Bw 
»! 


Bertram Lebhar Al Ryden *R. G. F. H. Kohloss Virginia Huss *L. A. Wright 


Macdonald 


Best graphic presentation 


Plaque winner 


C. C. Luhnow Certificates 





Starch readership reports 


TARCH 


100-or 


} 
least 


cted 


certain 


REPORT 


100 


tells yo 


reade 


u 


rs 


how 


‘ 
i a 


publication reacted to a cer- 


t 


readers 


so advertisements 


low 


they 


ad 


indicating 


many 


ad 


ti 


ndividual 


fea) 
successful in 


f 
| 


inve 


all 


rec 


gated 


now 


remembe 


Ce 


orrect 


50 


mes 


the 


eports a 


an 


advertise 


or more 


ir 


readers 


purposes 


e 


the 


they 


Sé 


many 


ol 


re- 


res 


of 


noting 


issociute 


ot 


elements 


the 
and 


the 


also showr 


in 


These are the two legitimate pur- 


to which Starch reports are 


poses 
of past perform- 


as a clue to better future per- 


put as a measure 
ance 
formance 
Ou Starch 
But 


our selves 


agency uses reports 
when 


to 


these two 
do 
oblige 
cerning the interpretation of scores 
For Starch scores do need to be in- 


The scores them 


tor purposes 


we we require 


some very strict rules con- 


terprete d carefully 


selves are not “conclusions” they 


are the raw material from which 


drawn 
New 


warnings I 


ynciusions may be 


Daniel Starch & Staff York, 
shall 
make regarding the possible misuse 
its Starch They 


of the limitations upon the interpre- 


In any 


ot reports approve 


tations of Starch reports which I am 


about to describe 


by 


’ r , 
to can 


Only observing these limita- 


we be sure of avoiding 


of letting statistics fool us 


hents 

a Starched magazine 
Don't 
one Starch re- 


has just arrived on our desk 
put too much stock in 


Ther e 


nvoived irom 


port are too many variables 


page to page, Irom 


ssue to issue to make any single 


score 
We Many 


the same ad 


reliable 
know thi be 
} 


nave 


a tact 


the 


ts Starct 


mes it same 
Way trom 
The make- 
Sampie inter- 
of the ad in the 
edi- 


ne ighbor - 


the audience 


the locatior 


ximuty to well-read 


irom a 


lew ot 


the in- 


ables which make 


apparent success one 


ipparent flop the next 


By Howard G. Sawyer 


of ours ran successive months in the 
same publication and found itself at 

of the Starch totem 
man one month, high 


opposite ends 


pole low 
man another. 

Position seemed not to have varied 
significantly. The scores of the ads 
on the opposite page furnished no 
clue. We were stymied. How could 
Starch be trusted with 
contradictory scores like that? Sup- 
had had only one Starch 
which would that 


reports 
pose we 
score on the ad 
score have shown the ad to be: good 
or bad? 

Then 
The topic of the ad 


we found the explanation 
one of an edi- 
had to do with 
the effect of marine growths on con- 


denser tubes. One month, the Starch 


torial-type series 


nterviews had taken place mostly 


in inland communities; the other 
nonth, they had taken place in 
New Bedford Brooklyn, 


Philadelphia. One marine 


no problem to most 


suc h 


cities as 


month, 
growths 


readers; the other month, the par- 


ticular readers interviewed, being 

on the sea coast, were fascinated 
This may 

it illustrates 


ad 


one 


be an extreme case, but 


the folly of evaluating 
the basis 


It 


highly ex- 


or a campaign on 
Starch 


mpractical 


an 


ot or two reports 
wo ild be 
pensive . . for Starch to cover enough 
the variables 


So 


be a 


bases to even out all 


mathematically, in a single issue 


of Starch reports must 


inuing study. Some of the vari- 
(ot 


competing ads) 


ables reader sample, position, 


tend to even out in 
do study Starch re- 
If the average of 

is high, fine: if 
too bad. But don’t 


too 


as a series 


Starch scores 


‘ 1 
he average is low 


become too elated or disap- 


score 


a single 





SHARE IN THE EXPANDING 
SHIPBUILDING MARKET 


by reaching marine buyers 
with the industry’s No. 1 
magazine. 


Fret in editorial influence 
Fest in buying influence 
Fist in advertising volume 


Up 188.3% in just ten months! That's the phenomenal 
record growth of the commercial shipbuilding market 
which offers new outlets for literally hundreds of products 
used in shipbuilding, repairing, and maintenance. And 
that figure does not give you the whole marine picture 
since it omits billions of dollars worth of naval work, con- 
versions, reactivations, repairs, including the giant build- 
ing program now in the works. 


Today private shipyards have better than 1.6 million tons 
of ship contracts on their books with all signs pointing to a 
two million-ton volume very soon. Get your share of this 
expanding marine market. Go after it early — before 
orders are placed — with space in the industry's first 
magazine, Marine Engineering. If you have not received 
or requested a copy of our new 20-page brochure, ‘The 
Shipbuilding Market and How to Reach It," write for yours 
at once. With it we'll send you a sample of our Weekly 
Marine Outlook Letter published for advertisers, and 
survey results showing buying influence of chief engineers 
who prefer Marine Engineering almost two-to-one over 
the next publication. 





79% of ship 

operators generally buy 
brands chief engineers 
call for 


s reveoled by o recent 
ey among ship operators 
survey, 87.7% of the eper- 
that chef engneers recom 
carry weight ond ere con- 
nt wn moking purchases. 





onfirming the judgment of readers 


ARCHITECTURAL RECORD WINS FOUR 


¢ the best graphic present 
Ballo. | published 


ber 1950 issues 


A: hitectural Record is the first publication ever to 


win two first place Plaques and two Certificates of 
Merit in Industrial Marketing's Annual Business Paper 
Editorial Achievement Competition 

In so honoring Architectural Record, the competi- 
tion judges have confirmed the judgment of two other 
important groups of judges who are « mstantly engaged 


in the critical appraisal of the editorial coment of 


Jor Editorial 
Excellence 
INDUSTRIAL PAPERS 
1951 

AWARD OF MERIT TO 


Architectural Record 


Fer outstanding original research 
pablisbed darmg (be pero 
ending December 3) 1958 

im the thorteenth senna! 


publications, namely, readers and advertisers. 
Readers register their approval of the editorial serv- 
ice of a publication by subscribing to it year after year. 
And more architects and engineers subscribe . . _and 
renew their subscriptions . . . to Architectural Record 
than to any other technical magazine. 
And because advertisers and their agencies know 


that editorial values are the foundation of all publica- 





-and advertisers... 


AWARDS FOR EDITORIAL EXCELLENCE 


For Editorial 
Excellence 
INDUSTRIAL PAPE. 
1951 “- 
AWARD OF MERIT TO 


Architectural Record 


For eutsianding original research 
published dering (he pervad 
ending December 3). 1958 


Ha Ba /NOUSTRIAL 


wee 5 ; TRIAL Se 
Rls Bee mann 


First Award for the best single issue Award of Merit for outstanding original resear¢ 
October 1950 issue featuring “Mental Next Year's Boom Will Be Different 
Hospitals and Schools published in the November 1950 issue 


t 


You can verify for yourself the Record’s editorial leadership. 

isk architects and engineers hat magazine they prefer. The 
rtieere » page advertising “ey { . f 

advertisers buy more pages of adverti ing in Archi Record is first in 31 out of 34 recent readership studies sponsored 

by advertisers and their agencies. 


tion advertising values, it is significant that more 


tectural Record than in any other magazine serving 


architects and engineers. 


‘he results of Industrial Marketing's editorial com- ° 
mesh paginas ranaagy y= Architectural Record 


petition will come as good news to the 460 building 


products manufacturers currently advertising in the F.w. DODGE 


Record. It’s good business to pick a winner! ‘Workbook of 
the Architect- 119 West Fortieth St 


Engineer” New York 18, N.Y 
LOngacre 3-0700 


CORPORATION 





place plaques .. 
AL MARK 
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AUTOMOTIVE 


gap 


News of automotive and aviation manufacturing 
. America’s larges? industrial market 
from AUTOMOTIVE INDUSTRIES, Chastnet end Séth Sic. Philedelphic 39, Pe. 








THE AUTOMOTIVE MANUFACTURING INDUSTRIES have been awarded over $7 billion worth of 
defense contracts for the production of tanks, planes, aircraft engines, military 
trucks, component parts and other automotive products. The automotive industrial 
field is rapidly becoming the Arsenal of America. 


GM's OLDSMOBILE DIV. is getting into quantity production of 3.5-in. rockets under 
its defense program. Tooling of the plant is nearing completion, and peak 
production on present schedules will be attained some time in August. Ten subcon- 
tractors supply 15 of the production parts. 


PACKARD HAS BEEN AWARDED a certificate by DPA, authorizing it to write off 75 per 
cent of its $15 million turbo-jet engine project at an accelerated rate. Packard 
will build the new plant near its proving ground at Utica, Mich. 


AUTOMOTIVE AND AVIATION MANUFACTURING is the Nation's No. 1 industrial field . 
producing billions of dollars worth of products for defense and for civilian use. 


The No. 1 medium for penetrating this rich market is AUTOMOTIVE INDUSTRIES, offer- 
ing over 21,000 PROVED readers in 3124 automotive plants producing cars, trucks, 
planes, engines, tanks, component parts, accessories, tractors, road and farm 
machinery; their materials and production equipment. 


ACCORDING TO an Automotive Manufacturers Association study, based on statistics 
from governmental agencies, 75 per cent of the nation's total freight tonnage is 
hauled by motor truck. The AMA points out that trucks now carry 8.3 billion tons 
of freight a year, including 3 billion tons hauled within cities. 


THE BENDIX AVIATION CORP. has purchased two additional plants and will form two 
new manufacturing divisions. It has acquired a plant in Utica, N. Y., and one in 
South Montrose, Pa., both for production of defense items. The acquisitions are 
the third and fourth expansion since the outbreak of the Korean War. 


CHRYSLER IS PLANNING to machine all major parts of the tank engine it will build 
at New Orleans. All castings, forgings, standard parts and accessories, however, 
will be bought from about 350 suppliers. To equip the plant will require around 
1350 machines, 4800 fixtures, 8500 tools and 7500 gages, in addition to heat-— 
treating furnaces, spray booths and miles of conveyors. 


A CONTRACT for over 2000 military ordnance vans and platform trailers has been 
awarded to the Trailmobile Co., Cincinnati, at a cost of over $4.5 million. 


THERE ARE over 9,600 PROVED readers of AUTOMOTIVE INDUSTRIES in plants manufactur- 
ing complete aircraft, aircraft engines, aviation parts, accessories, equipment, 
materials, supplies, and in automotive plants with aviation contracts. A.I. is 
the advertising buy for covering aviation manufacturing. 


THE LARGE PLANT Buick plans to build near Flint (the third to be built for the 
jet engine program) will have a 1.6 million sq. ft. of floor space. It will be 
used for machining, heat-treating, plating and sub-assembly of jet engine parts. 
Parts are to be shipped to Chicago for assembly at a new plant to be constructed. 








“Product development and improvement are 
vital to the maintenance of our product position 
and the growth of our Company. PRODUCT 
ENGINEERING is invaluable in keeping our staff 
informed on product progress and latest design 
aids.” 


Says Daniel Mapes, 
Vice-President in charge of 
Development and Engineering, 
Walter Kidde and Company, inc., 
Belleville, N. J 


HE READS 


THE MEN WHO DESIGN 








HE DESIGNS ALL THESE 


- PRODUCT ENGINEERING 


In industry's design engineering headquarters everywhere... 
KIDDE PRODUCTS INCLUDE 


wherever machinery, equipment, and appliances are designed, ms 


and their original equipment components selected and spec- 
ified ... PRODUCT ENGINEERING offers you the alert, searching, 


intensive, paid readership of design-engineering executives. 


Yes, the more than 18,000 technical design men and engineers in 
management who make up the paid subscribers to Propuct 
ENGINEERING are the men who select, specify, purchase, or approve 
YOUR products. In 1950 these men selected and specified $17 
billion worth of parts, materials, components, and finishes for 
new metalworking products alone! When you sell to the giant, 
and growing, Original Equipment Market,* these engineering 
executives are fundamental to your sales success . . . and you 
can reach them with the most impact, and at the lowest cost, in 
Propuct ENGINEERING. 

Ask your Propuct ENGINEERING representative for all the 
reasons why this magazine is your surest road to top advertising 
value in the O.E.M. You will find him in the McGraw-Hill office 
nearest to you. 


A McGraw Hill Publication 
McGraw-Hill Building, New York 18 
DISTRICT OFFICES: Atlonte 3 * Boston 16 * Chicago 11 


nati 8 * Cleveland 15 * Dalles 1 * Detroit 26 * Los Angeles 17 
New York 18 * Philadelphia 3 * Pittsburgh 22 * Son Francisco 4 


PRODUCT 


* Cincin 


@ 








*Every company which manufactures 
machines, equipment or appliances is a 
part of your giant Original Equipment 
Market. To reach and sell this big, repeat- 
order market, 600 display advertisers 
now irvest, in PRODUCT ENGINEERING's 
proved readership, far more advertising 
dollars than are invested in the readers 


of any other design magazine. These 
advertisers know that from the men who 
read PRODUCT ENGINEERING flows the 
authority to specify, approve, and buy 
their products . & in big quantities and 
in repetitive orders which boost sales 
and drop costs down. 





AMERICA’S NEW PRODUCTS READ PRODUCT ENGINEERING 
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Industry executives disagree 


on deferring advertising funds 


The National Industrial Advertisers Association. at its 29th annual conference in New 
York. appointed a special committee to study the federal tax structure and its relation to 
advertising and to examine the possible advantages or disadvantages of a plan pro 
posed by Industrial Marketing's publisher, G. D. Crain. Jr.. suggesting “a change in federal 
tax laws to permit advertisers to set up a reserve fund for advertising in years when 
business is good. to be spent for pr ti 





when busi recedes.” 
Sensing a controversy on the subject. Industrial Marketing invited top executives from 


leading companies to answer these pertinent questions 
®& Do you believe that the idea of deferring advertising funds makes sense? 


eli it were possible to defer advertising funds in this way. would your company take ad 
vantage of the opportunity? 


@ Would such a deferment of advertising funds be of help in ironing out the peaks and 


valleys of your own company’s business cycles? 





funds may flow into or become tied 
ip in the assets of the business othe 
than cash, and may not be readily 
available when the contemplated ad- 
j 


vertising expenditures are reqvired 


R. H. DeMott 
to be made 
Secondly, deferring advertising ex 
would 


penditures until lean years 


seem to appeal more to industries 
atering to consumer markets. It 
pinion that no matter how much 
advertising a capital goods manufac- 
turer would do, his customers are 
10t going to be interested in pur- 


sirable objective hasing capital equipment unless the 


need for such is stimulated by con- 
sumer demand 
Moreover 


‘ ied 
aside 


should such reserves be 
cash, specifically for ad- 


sing expenditures in periods 


essior I question very much 


A monthly discussion, 

in which industry's top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


business would have the courage to 
make these expenditures in the face 
of declining volume, especially when 
pressure was being put upon other 
departments of the business to cur- 
tail expenses. This would be particu- 
larly true if a company’s business 
became financially tight, for it would 
not be sound to make large advertis- 
ing expenditures if such a concern 
ould not meet its bills 


Robert C. Hood 


® Having observed for many years 


the sharp spurts and recessions of 
, 


sales figures in industry, our com- 


pany supports any change in the 
federal tax laws which would per- 
mit an advertiser to set up an emer- 
gency reserve fund, to be expended 
advertising 


solely for 


purposes 
whenever business shows signs of 
Silpping 

Good management requires that 
advertising funds be spent when and 
vhere they will do the most good 
Invariably this means heavier 
spending is desirable when business 


is off. We 


ge in the tax law would consid- 


believe the proposed 


erably ease our problems of sales 


planning and would smooth out the 
veaks and valleys that show up in 


saies curves 





How much real progress 
did your company make in the forties? 


100 % 
INCREASE 


The sales volume of many companies moved ahead 
considerably from 1940 to 1950. Gains of 40°, 50°, 
100% and higher were not uncommon. But some of us 
may have been lulled into a feeling of complacency by 
such figures. Our appraisal of real progress must take 
two very important factors into consideration: 

1. Dollar figures are not comparable, because 
inflation alone pushed most sales figures ahead 
70°. or more. 

. Discounting inflation, all industry expanded 
tremendously in the forties. Many companies 
which feel they made progress may actually 
have lost ground . . . and may be slipping com- 

petitively still further today. 


Let's take a look at some of the things that happened 
in the last ten vears: 
Population soared from 131,700,000 to over 
150,000,000. A market 1'/2 times the size of 
Canada was added to our economy. 
The gross national product climbed from 
$101.4 billion to 8284 billion! 





Spending for capital equipment was $6.5 
billion in 1940... and $18.1 billion in 1950. 


Housing (unit starts) doubled—from 700,000 
to 1,400,000. 


Income after taxes rose from $75.7 billion to 
$200 billion. 


Sales of iron and steel products tripled—from 
$7.7 billion to $25.5 billion. 


Machinery sales increased from $4.7 billion 
to $16.9 billion. 


Examples like these are endless... but these few are 
enough to make it easy to see how industry generally 
expanded 64°% in physical volume in the past ten years. 
That’s discounting inflation, too. The metalworking 
industry did even better than that... physical volume 


increased 100%. 
But that’s all history . . . nothing can be done about the 


forties now. 





The important point to consider in today’s planning 
is that executives, bankers and economists both in 
industry and government foresee a growth and expansion 
in the next decade comparable to that of the past ten years. 


Whether or not we kept pace with the forties, the next 
ten years offer a challenge and an opportunity. The 
tremendously expanded markets of 1960 will belong 
to the companies that are planning for them and 
working toward them now. 


™ PEN TON ESuenne 


PENTON BLILDING «+ CLEVELAND 13, OHIO 














.-- for the oil 
refining market 


more oil refining men pay to read Petroleum 


Refiner than any other oil paper 





..- for the oil 
producing market 


more oil producing men pay to read World 


Oil than any other oil paper. 








More job-interest help 
fo meet the nation’s need 
for more oil 


With civilian-industrial demand at an all-time 
high and the present “war emergency” sky- 
rocketing military requirements, the readers 
of WORLD OIL and PETROLEUM RE 
FINER are being asked to produce the great 
est volume of crude oil and refined products 
in U. S. history 
this year than 1950 


nearly 15% greater so far 


Governmental and military agencies have 
emphatically expressed themselves on the im 
portance of larger oil producing and refining 
capacity and have given assurance of all pos 
sible help to the industry on needed materials 
Oil men have pledged themselves to get the 
needed oil or “bust a pipe line trying”—and 
are backing their pledge with 2Y billion 


f additional capital investment in the 


llars 


xt twelve months 


mplishing this gigantic task under 
labor and material shortages, priority en 
lements and the many other handicaps 
ed by the rigid controls of a defens« 
my, oil producing and oil refining men 
turning more and more to their job 

st publications for help in solving oper 
nd management problems 


If you would like to have 


They will want — and demand — oil publica 
tions which disseminate up-to-date technical 
information relating to new methods, ma- 
terials, techniques publications which keep 
the industry informed of new developments 
that contribute to improved efficiency, lower 
operating costs and increased production. 


In short, they will want publications which 
function as a working tool for management 
and operations men. WORLD OIL for the 
oil producing market and PETROLEUM 
REFINER for the oil refining market are 
Each 
magazine regularly carries more pages of 
engineering and operating editorial material 
for its field than any other oil paper 


just such specialized oil publications 


In considering your schedule of advertise- 
ments to either or both of these two big-buying 
divisions of the oil industry, remember it is 
the dominance of custom-edited, truly helpful 
operations and management editorial that oil 
men want. Consider, too, the active reader 
interest editorial of this nature creates. Beam 
your oil producing equipment advertising at 
buyers in WORLD OIL—your refining 
equipment advertising at buyers in PETRO- 
LEUM REFINER 


“The World Oil Market — 
How Much—Where —How to Sell it.” 


more information about these 





two expanding divisions of the 


petroleum industry write for 


“The Petroleum Refiner Market — 
How Much—Where—How to Sell it.” 


Specialized Oil Publications 


THE GULF PUBLISHING COMPANY 


3301 Buffalo Drive 


Houston 6, Texas 








James A. Scully 


® The plan of changing the federal 
tax law to permit advertisers to set 
up a reserve fund for advertising 
may sound attractive 


but I do not 


on the surface 
favor it 
I believe that our attention should 


always be focused on the 


prope! 


purpose of taxation; namely, to raise 


revenue required to operate neces- 


sary governmental functions and not 


to influence or direct business de 


cisions by favoring certain types of 


expenses. Ou present federal ir 


come tax laws are extremely com- 


plicated due to various attempts by 


ress to encourage discourage 


types ot busine ss operations 


irther complications would 


and would further oper 


deas and 


H. M. Berner 


lavo special 


is wise to set aside a portion of you! 
ncome in prosperous times for use in 
other years when such expenditures 
could not be afforded from current 
ncome 

If it were possible to defer adver- 
tising expenditures in this way, we 


We look 


against 


would take advantage of it 


ipon it as good insurance 


loss of our market in lean sales 
years 

Deferring advertising funds would 
help in ironing out the peaks and 
how 


The dif- 


ference between peaks and valleys 


valleys in our business, but 


much so is anyone's guess 


in the hospital business may not be 


so great as in others, for regardless 


of the general economy, people must 


be hospitalized and hospitals must 


be prepared to handle them. It 


should be remembered, too, that if 
any market has shrunken sharply as 
i depressior years increased adver- 
‘ ] 


ising will not necessarily 


the market but 


expand 


instead, only obtain 


a greater portion for the aggressive 


advertise! 


rr~ 


ipated | 
not new 

been standa 
and | 
favorably. The 


have 


would add a 
nand wot 
pror adoption D 
agements: but I think th: 
adverse a rs 
plar 


reatest objection is tnat 
implied We asa 
adjusted to fa 
non-advertiser could 
dard, expect exen p 
scheduled for product 
a larme! could 
further tax advantages and 


om governmen We 


government 


talk 
ng and loudly against 
laws which 


This 


and about 


business 


interest plar 


would, it seems to me, require the 
very type of legislation that we deny 
to other groups 

The retention of untaxed capital 
in a business provides such a temp- 
tation toward tax evasion that, be- 
ing realistic, one would reasonably 
expect difficulty in the enforcement 
of such a law 

While I favor the accumulation of 
funds during “good times” for ex- 
panded promotional efforts in peri- 
ods of greater resistance to sales, I 
am of the opinion that prudent man- 
agement would prefer to use “tax- 


paid” funds for this purpose, rathe 
than ask Congress to grant them the 


this 


and I personally would not 


privilege of tax deferment on 
money 


fav this law 


W. B. Russell 


® I would be very much in favor of 


changing the federal tax law to per- 
t advertisers to set a reserve fund 
for advertising in years when busi- 


With prope 


tration I see no reason to believe that 


ness is good adminis- 
advantage could be taken that would 


uUrpose desired 


Roy E. McCluskey 


t every business organiza- 


Under 


operations, 


has two objectives: (1) 


olume profitable 


he objective is to do everything pos- 


o keep income tax, in keeping 


existing regulations, to the low- 


possible figure, and (2) unde 


v volume operations which either 


are not profitable, or are near the 


break-even point, the objective is to 


€ expenses regardless of 


whether it be advertising, general 


administration, selling or overhead 





Hand in Hand 
Wherever Metal Products are Made 


In their daily work of supplying the world with |Macuinery’s authority in the metalworking field 
today’s myriad metal products, metalworking has been recognized by engineering and manu- 
executives use two authoritative sources of in- facturing executives for over 57 vears. Because 
formation Macuinery and MACHINERY’S jt covers every phase in the manufacture of 
Handbook. metal products, it interests every man on the 
lo keep up to date on the latest developments plant management team. It provides them with 
in the field they read MACHINERY regularly every the technical information they need and use in 
month ... For general mehanical data, mathe- their daily work—ineluding the important job 
matical tables, rules, formulas and basic techni- of specifying and buying the materials, ma- 
cal information, they consult MACHINERY’s Hand- — . ines. tools and equipment they use. 

book. Now in its 4th Edition, with over 900,000 

copies sold, it has a world-wide reputation for Key executives in every branch of the metal- 
completeness and accuracy. working industries, and at every level of author- 
Much of the information in the Handbook was ity read Macutnery and respect it. That is why 
prepared by Macuinery’s editors, and origi- _ it is selected every month by over 300 advertisers 
nally appeared in the form of monthly articles — as their basic publication for reaching these 
and data sheets volume-purchasing authorities. 


148 Lafavette St. New York 13, N. Y. 
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Research Interest Stepped Up 


® The adoption by the National Industrial Adver- 
tisers Association of the plan sponsored by Ben- 
nett S. Chanple, U. S. Steel Corp., NIAA’s retiring 
president, for the establishment of the NIAA re- 
search foundation, will give research in the indus- 
trial advertising and marketing field added stimu- 
lus 

During the past several years interest in fun- 
damental research of advertising problems has 
been focused largely on publication readership 
The business paper studies sponsored by the As- 


sociated Business Publications and executed by the 
Advertising Research Foundation have added 
much to the information available on the extent 
and character of both editorial and advertising 
readership. These studies have demonstrated that 
good industrial advertising in well-edited publi- 


cations enjoys an exceptionally high level of 
readership, and to that extent the substantial con- 
tributions of business publishers in making these 
studies possible has probably been justified 

There are two factors which should be kept in 
mind in considering research in this field, par- 
ticularly in the light of the new project of NIAA 
One is that research, as Fergus Mead, of the Bu- 
chen Co., has recently pointed out, is raw material 
which must be worked over by each advertiser 
and each agency if it is to become a part of the 
useful knowledge of the field. Merely doing the 
research, no matter how well it is carried out, 
is not enough. It must be put to use studied and 
applied to the methods and techniques of the rank 
and file of industrial advertisers, if the investment 
is to be profitable 

The other is that most of the projects which are 
conducted by ARF and are likely to be on the 
agenda of the NIAA are necessarily general in 
terms. This means that they may easily supply a 
springboard for additional research by individual 
advertisers, agencies and publishers, using the in- 
formation obtained in a general study for the pur- 
pose of pin-pointing an area in which a given com- 
pany may be especially interested. 

When research is used in this way, the benefits 
are likely to be broadly distributed. But again 
it is a question of finding out all that has been 
learned, and then, by additional fact-finding in 
restricted areas, developing data which will be of 
specific help to individual advertisers and their 


agencies 


speaking 





Get Them Started Right 


® We were glad to note that the Chicago Indus- 
trial Advertisers Association won the McGraw- 
Hill award for its completion of a text to be used 
by high schools and colleges as a means of intro- 
ducing students to the industrial advertising and 
marketing field. This study should be extremely 
useful to both teachers and students in orienting 
them to a division of the field which has been 
rather neglected in standard texts on advertising 
and marketing heretofore 

By an interesting coincidence, this award (the 
second of the McGraw-Hill prizes captured by the 
Chicago chapter of NIAA) was announced only a 
few weeks after the Chicago Women's Advertising 
Club won a similar award at the annual conven- 
tion of the Advertising Federation of America for 
a color slide film which is to be used as a means 
of informing students about advertising as a vo- 
cation 

Thus it was evident that in a comparatively short 
time advertising interests have awakened to the 
great importance of attracting talented young 
people to advertising, and preparing them for the 
field by explaining the functions of advertising 
and all other factors in the marketing process. 
Thus those who read the CIAA text on industrial 
advertising, or see the slide film which the Chi- 
cago Women’s Advertising Club has prepared, will 
have a sound understanding of just what adver- 
tising is, how it works, how it benefits business 
and consumers, and how it promotes a high stand- 
ard of living and strengthens the economy as a 
whole 

The American Association of Advertising Agen- 
cies has been conducting a series of examinations 
for prospective employes in the agency business, 
to determine the aptitudes and qualifications of 
those who would like to get into that department 
of the business. Not all of those who have had good 
grades have found immediate employment, but 
many excellent prospects for agency work have 
been uncovered. 

We believe that all of these efforts to aid young 
people interested in advertising and marketing 
are well conceived, and we are particularly glad 
that the industrial advertising field is doing its 
part to attract the right kind of talent to this im- 
portant and growing area of advertising and 
marketing activity. 





What Radio-Electronic Engineers Read! 


PRE-SPECIFICATION SELLING IS THE KEY TO THE 
ELECTRONIC MARKET — — AN ENGINEERING JOURNAL 


Research and Engineering in print — 
ings of the I.R.E” in its 
since 1915 


Radio Engineers so that 


has been the vital job of “Procee: 


to its members and to indstry 
The Institute of 


technical ra 


ervice 
Published by 
of 
be shared and spread world-wide, this journal ranks first in 
In 


lio in all its branches might 


he knowledge 


accuracy, authority, and volume of material published 


nical data, the word-count 
This is the way that 


his 


1950 it printed 1480 pages of tec! 
quivalent of five 600 page textbooks 
ke eps 


a rapidly expanding science. 


the professional 


engineer up-to-the-minute in 
knowledge of 

“Proceedings” articles cover twenty-two fields of appli- 
cation of the radio tube, but IRE is truly an “Institute of 
engineers from Broadcasting 


Industrial Electronics. 


Electronics” 
from 


Related 
to Nucleonics, 


serving 
Television to 


» 
Covering a "Key Man" audience — 


“Proceedings of the 1.R.E” 
and an annual 


marketing function of 

Strict membership requirements, 
ment of from $10. to $15. per member serves to cut out the 
uninterested keep the controlled to 
engineers the kind who are 
qualified by education and experience 
The 


cluding 


is the 


invest- 


audience 
to 

to rate as 
non-member subscription is $18.00. Total net paid in- 
20,420 ABC, giving “key-man 
coverage” in 5000+ 


and reader 


active read learn, and 


‘engineers”. 
members is 23,265 
firms. 

Only the engineer can qualify to “set-the-specs” for 
buying in a technical industry. This is the man who must be 
sold, and he can be reached through his engineering journal, 


economically and effectively 
4 


4 


Advertisers have found it pays — 

to tell their story to the engineer, if they would sell this 
industry. different of 
the I.R.E” in 1950. They used 869 pages, and invested over 
$209,000, an all-time high, to tell their stories. Results have 
been good, fully in keeping with the quality of the publica- 
tion and its unequalled audience 


a 


276 advertisers used “Proceedings 


IS THE AVENUE TO SUCH SALES. 


aw 


By Engineers — for Engineers — 

secret to the power and influence of this oldest, yet 
of 
ahead of manufacture, in research; and as practical as the 
engineer, in application. 298 different authors, most of then 
members of the IRE contributed 272 articles or features in 
Written strictly 
for engineers, by engineers, and screened by editorial boards 


S the 


ever youngest ournals. Its articles are literally years 


1950, covering some 491 engineering topics 


of engineers, these articles are authentic, and immensely 


valuable 


Extra Reader Services — “Standards” shown above 
beyond the valuable research and engineering application 
articles, add to the value of this magazine. The member is 
deeply interested in “Institute News and Notes” and the 
stories of fellow members in “IRE People”. He uses the 
“Abstracts and References” to watch out for papers on his 
specialty in other books and periodicals which are checked 
on a basis. “Product News” and “Industrial 
Engineering Notes” broaden the news coverage. 


7 


world-wide 


Proceedings of the LR.E 


The Institute of Radio Engineers, Inc. 
18, N.Y. 


Advert 


ING Dept. 303 West 42nx 


S+ 
>t. 


New York 





July 1951 / 89 





TWO MORE AWARDS FOR 
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BEST SERIES BEST ILLUSTRATIVE 
OF ARTICLES: TREATMENT: 


1 Medal Award, 1951 1 Medal Award, 1942 
4 Certificate Awards— 2 Certificate Awards— 
1941, 1944, 1945, 1949 1943, 1944 
BEST SINGLE BEST APPEARANCE, 
ARTICLE: FORMAT: 
1 Medal Award, 1940 1 Medal Award, 1947 
3 Certificate Awards— 1 Certificate Award, 1939 
1944, 1946, 1951 
BEST PUBLISHED RESEARCH: 
2 Certificate Awards— 
1943, 1945 





This continuing series of 12 to 24-page manuals on 
engineering materials and their processing won the 
First Award in the latest Industrial Marketing Edi- 
torial Competition. In addition, Manual No. 59, “Stain- 
less Steels—Their Selection and Application,” received 
an Award of Merit for the outstanding single article. 
Every M & M manual is devoted to a complete and 
comprehensiy e treatment of some specific engineering 
material, group of materials, or processing method .. . 
to help readers solve their day-to-day problems of 
materials-selection and application. 

Their value to M & M readers is proved by the fact 
that over 16,500 reprints of the eleven 1950 manuals 
have been ordered and paid for. Of these, more than 
half were requested by individuals for their personal 
files. For the 70 manuals issued to date, the total num- 


ber of paid orders for reprints now stands at 148,341. 


Your product story in M & M will draw the same high 
interest from more than 18,500 M & M paid subscribers 
who put engineering materials to work. These men 
buy and read Materials & Methods because it is the 
one and only magazine devoted solely to the materials 


problems of product design and manufacture. 


Concentrate Your Advertising Where Materials 
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M&M MANUAL 
Extruded Metal Shapes 





M&M MANUAL 
Mechanical Finishing 
of Metals 


Engineering Men Concentrate Their Attention... 


Materials & Methods 


The Magazine of Materials Engineering 


A REINHOLD PUBLICATION 
330 West 42nd St., New York 18, N. Y. 


Cleveland + Chicago + Dallas + Los Angeles + San Francisco + Seattle 





sales promotion 


® DISTRIBUTO! usually 


manutacturer 
yn all sales pri 
or the manufacturer 

run uncom- 


fortably high 


A remarkable way to keep dis- 


happy on this point and 


yet avoid the high cost has been de- 
Mideke Okla- 


Okla 


sed by 
roma City 


Originally the 


Supply Co 


company s distribu- 


have all 


rs continually sought to 


terature imprinted even when they 


cing only small quantities of 
50 pieces. As a compromise, the 


ar es 


tablished a policy of im- 


e first shipment of a bulle- 
terature and asking the 
stributor to 


rubber stamp the re- 


nder or to handle further im- 


printing at his own cost 
Mideke, distrib 
They 


stamping 


Unfortunately for 


rs reacted unfavorably be- 


hat rubber failed 

hem adequate recognition as 
d distributors 

g¢ Manager J. J. Welch 

hen went to work and 

a small, two-color 


autwomsio FALE 


rereetoe } 


MIDEKE SUPPLY COMPANY 
100 Bast Mein Street 
OKLAHOMA CITY, OKLA 


imprint seal which has made every- 
one happy. The seal is printed for 
each distributor in his name in large 
quantities at low cost for affixing not 
only to literature but to letter heads, 
price lists and other materials. The 
finished, authentic look 
Mr. Welch observed that imprint- 


seal has a 


ing has been a sore spot for every 


strongly ta- 
imprint 


ymotion 





fone 


exhibits motion pictures 





worked 


but that the seal has eliminated the 


company in which he has 


trouble and has created more en- 


thusiasm among distributors than 


any other sales promotion help of 


this nature that Mideke Supply Co 


has produc ed 


ATF exhibit truck nets sales 
of $500,000 in one-year tour 


A 26-foot, Ford 
truck equipped with a demonstra- 


specially-built 


tion printing press has completed a 
26,000-mile sales tour of potential 
customers throughout the nation for 
American Type Founders, Elizabeth, 
N. J. (IM, June, 1950) 

The truck, brings an un- 
wieldy industrial product to the cus- 


which 


ideas 


booklets direct mail 


slide films 


NY 


Imprint seal cuts complaints and costs for]Mideke 


/ sales helps 


tomer’s door for demonstration, has 
brought in sales totalling $500,000 in 
the past year. ATF branch managers 
and salesmen supervised the press 
demonstrations in their local regions 
On one part of the tour, the company 
saved wear by shipping the truck by 
rail from Pennsylvania to Montana 


Booklet tells how companies 
used films to solve problems 


A 48-page booklet citing case his- 
tories of 69 companies and how they 
used 170 different films to solve 
specific sales and promotion prob- 
lems in 45 industries has been pub- 
lished by the National Sales Execu- 
tives, Hotel Shelton, New York. 


The film, entitled, “A Guide to 





if you're interested in finding ... TODAY'S CUSTOMERS 


, 





nel ‘io 


— 
—— 


a ger Sl, Tae 


... you'll be interested in reading N.E.D.’s latest booklet just 


now coming off the press. 


It contains all the facts you need to appraise the job that N.E.D. 
can do for you today—the facilities we have for keeping 
pace with rapid changes in industry, the plants we cover, 


the men we reach... AND N.E.D.’s unique three step program 
65,100 : : , 
COPIES which finds and identifies customers who can buy today. 


(Total 
tributi - te Ot , -_- - 
— The complete story is in “How To Find Today's Customers”. 


= 
3 200,000 If you haven't received your copy, drop us a line. 
a@) READERS 


It will be mailed immediately. 
© in 42,425 
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A PENTON PUBLICATION 


a of ——: 
1213 West Third St. 
Cleveland 13, Ohio 





€ Uses by Sales Ex- 

contains a table of con- 

ents grouped by major selling func- 
or Under these are listed various 
which films were used 
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Bookmatch covers serve 


as coupon for inquiries 
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abrasion-proof, color-fast 
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vat and cold and for being iE. The price was $3 

ye surface for re Te the company is pushing an 
another surface. The decal is follow-up promotion of the 
ful for reproducing trade-marks by reprinting separate chap- 


industrial products, or trade- ters and offering the reprints free in 


rks and pictures ol the pr duct it- GE business paper advertising The 
in point-of-purché i ir chapter now being offered carries 
yutdoors the same title as the book and is 

ned at helping electricians make 


equipment last longer during prod- 


GE promotion capitalizes ; 
t snortages 
on eight-year-old book R. B. Reid, manager of the indus- 


trial advertising division, estimated 


Ir 1943 General Electric Co that several thousand reprints have 
Schenectady, N. Y., published a 372- 


page book, “How to Maintain Mo- trade 


been distributed, largely through the 

ad offers. About 25,000 copies 

tors and Generators,” containing no of the original book have been dis- 

ling copy but aired nevertheless tributed through district sales of- 

it performing a service that would fices and the International Brother- 
ide strong sales promotion for hood of Electrical Workers 














Industrial Lodestone 


Early industry was often attracted to new locations by the discovery 
of mineral deposits. Today, attracting industries to new locations is an 
important business activity . . . one that consistently utilizes the pages 
of Business Week. 

Industrial development advertising in Business Week pays big divi- 
dends because Business Week reaches a highly concentrated audience 
of Management-Men . . . executives who make or influence important 


decisions for their firms. 


RESULT: Business Week consistently carries more industrial develop- 
ment advertising —as well as more fotal advertising — than any other 


general business or news magazine. These advertisers know . . . 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 18, N. Y 


A McGRAW.-HILL PUBLICATION 


Industrial Development Advertisers 
Placed 135 Pages in Business Week in 1950 
A Page Increase of 14% Over 1949 


All-Year Club of Southern California * Arkansas Power & 
Light Co. & Affil. Cos. * Baltimore and Ohio Railroad Co. * 
Charleston Development Board * Cincinnati Gas & Electric 
Co. * Cleveland Electric illuminating Co. * Commonwealth 
Edison Co. and Affiliates * Consumers Power Co. * Dallas, 
Texas, Chamber of Commerce * El Paso, Texas, Chamber of 
Commerce * Erie Railroad Co. * Florida State Advertising 
Commission * Indiana, Dept. of Commerce & Pub. Relations 
* Industrial Committee of Savannah, Inc. * lowa Development 
Commission * Maine Development Commission * Manitoba 
Dept. of Industry & Commerce * Massachusetts Development 
& industrial Commission * Miami, Florida, Industrial Division 
* Mississippi Agricultural & Industrial Board * Missouri, Divi 
sion of Resources & Development * Missouri Pacific Railrood 
* Modesto, California, Chamber of Commerce * Nebraska 
State, Resources Div. * New York Central Railroad Co. * Nor- 
folk & Western Railway Co. * North Carolina, Dept. of Con 
servation & Development * Oakland, Colif., Metropolitan 
Area Committee * Ohio Power Co., The * Oklahoma Planning 
& Resources Boord * Oklahoma State, Grand River Dam 
Authority * Pacific Gos and Electric Co. * Paterson, New 
Jersey, Industrial Commission * Pennsylvania, Commonwealth 
of, Dept. of Commerce * Philadelphia, Pa., Dept. of Wharves, 
Docks and Ferries * Province of Quebec, Canada * Public 
Service Electric & Gas Co. * St. Petersburg, Florida, Chamber 
of Commerce * San Antonio, Texos, Municipal Information 
Bureau * San Jose Chamber of Commerce * Seattle, Wash- 
ington, Port Commission Board * South Carolina Research, 
Planning and Development Board * Southern Railway Com 
pany * Toledo, Peoria & Western Railroad * Union Pacific 
Railrood Co. * United Gas Pipe Line Co. * West Virginia 
Industrial & Publicity Commission 
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——aMll@™ls CCT HH ERE’S A TYPE FACE FOR EVERYBODY = 





CENTURY. the Practical type 


This is the classic, capable type that generations of 


imaginative advertisers and printers have wooed in 
their rivalry for finer printing. It was originated by ATF 
ind endowed with unsurpassed color, legibility and dis 
tinctiveness. With all its dignity Century excels in the 
irt of making prospects drool; is just enough of the gold 
digger to keep sales managers in a perennial state of 
healthy excitement. Six fadeless favorites in Oldstyle 
ind Schoolbook, and seven others, ready at you ATF 


Branch. For best results print from foundry type. There's 


1 type face for everybody, and Century is for you! 


Branches in Principal Cities ( QS?) AMERICAN TYPE FOUNDERS 


200 Elmora Avenue, Elizabeth B, New Jersey 











Which ad 


attracted 


more readers? 





the IMMENSITY 
of the POSSIBLE 

A 72% REDUCTION 
in machining time 


maintains alignment to .005” 





Machine frame designed in welded steel 


© en an oe 


ceeases 


— 





THE LINCOLN ELECTRIC COMPANY 


CATVERLAND 1. ONTO 





THAT Paw AC WELDER (O0KS THATS RIGHT. BN AND wilh 


Tipped Ads vs. Straight OOD TO ME, iM WE CAN CONTROL AT THE WORK wi 
GT 17 OFF THE FLOOR Ot? MORT DONE AND 

® THESE two ads in Factory Manage- AND WAVE MORE po i sermes 

ment & Maintenance were both for Room 10 woRK 

welding equipment. In the ad by 

Lincoln Electric Co Cleveland, 

most of the copy was tipped on its 

side. In the other ad, by Harnisch- 

feger Corp., Milwaukee, the copy 

was untilted. The amount of illus- 


ration and copy in each was fairly 


Taking into account all the differ- Save floor space, cut welding time 
for more production at lower cost 


effect of the tilted copy on reader- . wee Pat AC Arc Welders with 
; exclusive Dial-lectric remote control 


ship? Which ad attracted more read- 
ers For the answer see page 141 


neces in the two ads, what was the 


ADDITIONAL 
fratruets 

oF Paw ac 
aec wtioees 


WELDING BIVI SION 


HARNIACHIEGER 





Take a tip from These Men of Decision... 


me who In addition to a clear cut presentation of 
| before his own products, the salesman who ts 
duct and thoroughly posted on the status of pend- 
oduct can ing orders placed with his company ts a 
haser. He tremendous help to me in my wor If he 
ers to knows all the facts on such orders he 
asked by builds confidence for his company as an 
good, he efficient and desirable source of supply, 
» bur savs William H. Hunt, Purchasing Agent, 

is the Nicholson File Compan Providence, 
largest file manufacture the world 


i 


38,500 men like these read PURCHASING- 
the one basic magazine for industrial buyers 


norry of sales to industry irc closed with the P \ the 


utive who makes the buving decision. He decides what sake 
is purchased among those that meet specifications 


company among ilrernate sources gets the order. 


rf A CONOVER-MAST 
The impression your company makes on these men is important. PUBLICATION 


It’s sound advertising, just as it is sound selling, to bring your influence 
to bear on the final buving decision in the P. A.’s own magazine, 
PURCHASING — a basic magazine on any industrial 

, iD ne . “Y 
rdvertisine schedule! Purcuasinec, 205 EF. 42nd | 1 
Street. New York 17. N. Y. Offices in Chicago, PURCHA , 


Cleveland, Dallas, Los Angeles 


when you think of selling think of PURCHASING 





an ism feature 


copy chasers 





NY 


Ad ‘sell’ hinges on beginnings, endings 


© LIKE THE SUDDEN strange “noise” 
you don’t hear when your oil burner 
stops throbbing, releasing just one of 
the many tensions seizing us out of 
the sounds of civilization, we were 
struck by the absence, in a recent 
issue of Newsweek, of signatures. 


had either deliberately omitted their 
signatures or had taken pains to hide 
or minimize same. 

Contrasted with the efforts most 
business paper advertisers make to 
deliver the company name right 
spang in the center of the spectacles, 
this demonstration of demureness on 
the part of some supposedly cunning 
advertisers got us to wondering. 

How much is gained by the ad- 
vertiser whose philosophy runs along 
the line that “at least if they don’t 
read the copy, we ought to make 
sure they'll see the name”? 

We incline toward thinking that 
that’s all right for products which 
exist chiefly on brand name fa- 
miliarity and little else . . breakfast 
foods, for example, or gasciine . . 
but why should a business paper ad- 
vertiser, who certainly must have 
a story to tell, be less concerned 
with that story than with “getting 
the name up big?” 

We believe that . . broadly speak- 
ing . . a product being sold to busi- 
ness men should be sold by means 
of messages, rather than ty means 
of impressions (of brand name). 

We further suspect thet if the sig- 
nature of an ad is particularly prom- 
inent, in respect to the headline and 
illustration, then it sets up an oppo- 
sition to the headline and reduces 


its arresting power, rendering inef- 
fective its effort to perform its proper 
function which is to invite the read- 
er into the ad. 

Even when the signature mate- 
rial does not exactly overwhelm the 
headline, it may be bold enough to 
reach the eye concurrently with the 
headline, and may create a negative 
effect, cancelling out the perform- 
ance of the headline. 

To illustrate: the reader, who 
might otherwise be attracted by the 
headline, spies the signature (which 
invariably is either a brand name or 

. most often in industrial adver- 
tising . . a company name) and 
promptly reacts this way: “I know 
all about this company” or: “I don’t 
want any such product.” And people 
really don’t want products, you 
know . . they want the benefits that 
products bring them. 

So, if the reader sees first “Jones 
Widgit Co.,” he may immediately 
reject the ad on the grounds that he 
already has a widgit or has no use 
for a widgit. While the headline . . 
possibly offering him a new kind of 
widgit or a certain benefit that he 
never knew could be obtained with 
a widgit . . doesn’t get a chance to 
get in its hook! 

It has been said by some one that 
prominent display of company name 
helps the readership of the ad if the 
company is well-known . . that is, 
its eminence is a sort of guarantee 
that it has somethiny worth-while 
to say .. but that displaying the name 
definitely hurts the ad if the name 
is not well-known. 

Such may be the case, or there 
may be other factors responsible for 
the apparently more successful ad- 


vertising of some big companies. 
(For example, bigger companies may 
do better advertising because they 
can spend more money and hire bet- 
ter talent.) But it sort of makes 
sense. 

We've mentioned before that 
Goodrich advertising . . historically 
among the most successful, if Starch 
reports are to be believed . . now 
puts the company name at the very 
top of the ad, above the illustration. 
Why? To improve recognition and 
recall and thus give a possibly false 
boost to Starch scores? Or to capi- 
talize upon the fact that readers are 
apparently ready and willing to read 
Goodrich ads? 

Perhaps the latter. But few adver- 


be what it should be: a sign-off, not 
a start-off. 


Some examples .. Anyway, it’s in- 
teresting to note that among adver- 
tisers in this issue of Newsweek who 
omitted, hid or minimized their sig- 
natures, there were some operating 
in industrial and business fields. 

Liberty Mutual, in an ad headed 
“Business News,” discussing a new 
concept of “loss control” in industry, 
put the company name and address 
in the last paragraph of copy . . no 
logo or sig of any kind. 

American Iron & Steel Institute did 
the same in an ad calling attention 
to the steel scrap shortage. 
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l. Are business papers read? 
The answers, documented now by scientific research, 
show the power and impact of the business press . . . how 
to make business paper advertising bring bigger returns. 


READERS WHO TURN TO 
THE ADVERTISING PAGES 


The proof is impressive. Of 4 publications surveyed, an 
average of 98%, of qualified readers read the editorial 
pages ; and almost 97°, read one or more advertising pages 


3. How thoroughly de they read? 
Page-by-page flow charts show readership consistent 
attention holding up through back-of-book pages. In one 
issue, the best-read editorial feature began back on 
page 153. 


It can help, but can't hold a candle to ad quality. In one 
issue, an ad on pages 353 and 354 was -best-read ; 
in another a left-hand page outpulled a right by 21 per- 
centage points. 


Now on film... answers to a quarter- 


How effectively does the business press serve your needs? 
That is the big question for some 40,000 advertisers who'll 
spend better than a quarter-billion dollars this year in 
business publications. 


Now you can see and hear some of the answers in the 


new slide film: RESEARCH LOOKS AT BUSINESS PAPER 
READERSHIP 


Do you want evidence of the values of business publi- 
cations? Impartial answers to who reads them. . . how 
thoroughly, what and why they read . . . and (to put the 
final clincher on the problem) are the readers men with 
buying power? 


To get the facts, the Associated Business Publications 
and its participating nizmbers have put $200,000 into 


penetrating research, conducted objectively by the Adver- 
tising Research Foundation. So far, ARF has finished 
four major studies* . . . and more are to come. Already, 
the pattern of the findings is shaping up. They give you 
new measures of business paper performance... new 
approaches to advertising techniques. 

The highlights are presented in an informative color 
slide film available for your ad-club or group, without 
charge. 

This film is one of ABP’s most important double- 
purpose projects: to help the paid circulation, ABC- 
audited member publications to improve the outstanding 
editorial quality that attracts and holds two million 
subscribers. And to help you make your business paper 
advertising more and more effective. 


* Automotive Industries, American Builder, American Machinist, Chemical Engineering 





5. What's the biggest attention puller? /. De the readers have buying power? 
Business paper readers are attracted by the same elements Indeed they do: 77% of the readers of the four publications 
in editorials and advertising. In 60 leading ads, illustra- directly recommend or influence purchases . . . and, of 
tions outpulled other elements; 41 were in color these, 80%, generally specify make or brand. 


8. Are there still more facts? 
Believe the ABC statements. Here's objective research that Yes. The film presents many clues to readership and, par- 
shows each publication delivered the number of readers ticularly, the formulas that make ads pull. And there's 
claimed in ABC reports . . . a significant verification much more to learn from the complete surveys. Ask to see 
the four reports. 





billion-dollar question 


Plan to show the new slide film, 
RESEARCH LOOKS AT BUSINESS PAPER READERSHIP, 


at your next group meeting. 
Write to ABP for a “booking.” 


J 745,786 73 
* Net paid 
“'’cular 
PUBLICATIONS Dec. 31, 1959 18% ee 


Founded in 1916 
205 East 42nd Street, New York 17, N. Y. « MUrray Hill 6-4980 


The group of ABC-audited paid circulation publications — working cooperatively 
to improve further the service of business papers to their readers . . . and 
to help advertisers use the business press more effectively. 





“For 1959 $6 





will bring you editors would like 
that Make Machines.” Ff 


nsurance y, 175 Berkeley - co # American Iron a 
Street, Boston 17, Mass. Steel Institute, 350 Fifth Ave., New York 1 
New York. 


RUST-OLEUM CORPORATION 
CONTAINER CORPORATION OF AMERICA 


Burbank, California + Huntington, West Virginia 
A DIVISION OF GENERAL METALS CORPORATION CHRYSLER CORPORATION 
GENERAL AMERICAN TANK STORAGE TERMINALS =< A: B : [.) | é K 


A Division of General American Transportation Corporation THE FIRST NAME IN DUPLICATING 


2 AB EXPRESS 


GETS THERE FIRST 











WHEREVER THERE'S BUSINESS THERE'S 


AMERICAN Granamid COMPANY Burroughs 


30 ROCKEFELLER PLAZA, NEW YORK 20 Y. 


JOMNS Max 


JM, Johns-Manville 








f business paper ads in which dent during his browsing. So a glar- 
s) employed advertisers were apparently so ing signature is seldom a signal call- 
the handlir g to get the most name-recog- ing him to stop; rather, a signature 
(Exhibit A ove he ‘ for their money that they that hits him in the eye may repel 
»verlooked the reader's interest en- him he may figure, “Here's a real 
ely and tried to bludgeon him in- blow-hard of a company, a braggart, 
) insensibility with company names a bully, un-mannered and self- 

Manville almost big enough to put on the centered; the hell with him.” 


ds like 


ighs Adding Machinse roofs of their plants You've come upon many a 
Not all the ads in the list above that, we're sure 


Cyanamid 
good ads just because their sig- On the other hand, the ad which 


ire 
ness ) natures are unobtrusive. In some initially attracts the reader by ap- 


Adel (di n of Ger | ; cases, the headlines and illustrative pealing to his self-interest and then 


Bethlehe material are no more conducive to develops that self-interest as it goes 


Rust-Oleun ‘o1 they reader interest than the name and along does not need a bold signa- 
address would have been; but cer- ture. If the reader wants what you're 


whacked the 
General American Tank S Ag tainly no ad is worse for its modest offering, he'll keep reading until he 
Te ‘minals ignature and most are better for it finds where he can get it 
Container Corp The reader of the business paper Self-interest, as we've said a 
Air Express 
Now we ask you to compare Ex- 
hibit A with Exhibit B (next page) seeks a particular company’s adver- interest. The advertiser who insists, 


(and if we're disillusioning you here, thousand times, is the key to suc- 


it's time you got it straight) rarely cessful advertising. The reader's self- 


nade up of scaled-down reproduc- tisement; he encounters it by acci- Even if they don’t read the copy, 








and Vues is the Way To 
Reach It. . . . acai 


FIVE YEARS AGO it was necessary to advertise in @) D 3 
two or three publications to reach executive, depart- N 
mental and purchasing influences in the complex 


en ee AILROADS 


Today, veteran railroad supply men, progressive 
ad men and agencies recognize MODERN 
RAILROADS as the one publication which reaches 
ALL buying influences! 


There can be no other possible explanation for 
MODERN RAILROADS’ truly remarkable ascend- 
ency to advertising leadership within five short 
years! This is not “claimed” leadership—it is based 
on advertising growth (over 200 page annual in- 
crease in each of the past four years!) and on 
quantity, quality, variety and interest of its readers! 
MODERN RAILROADS also leads in advertising 
revenue per issue—a reliable yardstick; but by any 
yardstick MODERN RAILROADS TODAY 
IS THE PUBLICATION WITH THE 
POWER TO SELL THE RAILROADS! 

_. It’s BIG in format, Editorial tmpact and Readership 


.. It’s Beautiful—write for sample copy and see! 
.. it's POWERFUL —use it, and know! 





ODERN 


Tale) Wells Street 


> ‘ 
HICAGO 6, ILLINOIS ALLAS 1 


ILROADS 
A 4 _ ’ 
: . Avenue 201 WN bh 





they at least should see the name” 
is really inviting his potential read- 


ers not to see the ad at all 


Back to the Top «+ The headline is 
the entrance to the copy 
If it is your intention to have the 
copy read that is, if your mes- 
sage is such that it takes a little tell- 
ing then your headline should be 3 AmPut CLEARANCES 
an invitation to enter son Sepenpannsty 
The headline ther should be a 
promise a promise 7 instructive 
reading = the solution to a prob- 
THE TERRY STEAM 
lem, of the explanation behind an TURBINE COMPANY 
unusual or particularly significant _ : - 
tact or event 
The headline by these terms 
should leave the full story untold 
It hould merely pre ise hint 


startle 


too many headlines fail to “inelbnn 


per the door on the They 

othing unsaid. They 

wn sto themselves. The reader Designed for nr ney #085 Sermes tase aee tconeonmr 
F absorb and go on to the next Durability 


For billboards, this is all right. But 
if, as we said, you have a message price morors A 
that takes a little telling, start it off A aocee ogee “Fppmenan-cene ene 


we te ee 


sTeemive 
with a headline that leaves the door 
oper 
Here are sorfie headlines, selected 
ngie Magazine whicl iius 
equel a reader come ‘ ardize wi hi sage but that’s just our point 
they contain the message complete- 
» reason the reader 
irther into the copy, 
eason 
look a few headlines 
ne magazine) which do 
re adir vy both because 
headline offers something ar d 
because t does m veai the entire 
essage 


What's U. S. Rubber doing to re- 
Could you use this : : 
new mouided plastic? > str i Remarks 


isually poses a 
iriosity which 
satisfy. In this 
however, we doubt if many 


concerned with streetcal! 


‘ould jou use } "wm moulded 

Remarks TI headline 

Kurz-Kasch ad) has prac- 

everythin a question, sec- 

the good word 

One of ine v and it selects its au- 
Value beyond ‘ y! Saeed ree er como en. menemee Sam dience by specifying the class of 
American offers { La 18 product. Yet the reader still doesn't 


Forces specifications : } stior know anything unless he reads the 





SOUTHEQy 
Pr | 
hey MOUsrpp 


USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


Fresh air and sunshine—two of the South's SOUTHERN Power ANnp INDUSTRY is edited 
leading attributes, make possible this highly expressly for this fastest-growing industrial 
efficient “outdoor” insecticide plant built by market. It puts advertising in touch with 
Tennessee Products and Chemical Corpora- millions of dollars of Southern and South- 
tion, that uses highly inflammable and ex- western buying power unreached by national 
plosive raw materials, business and industrial publications. Write 


for the facts. You will want to schedule extra 
Here in a land blessed with a benevolent 

7 .p 
. ; space for SPI. 
climate, hundreds of daringly designed 
“fresh-air” structures typify the pieneering . 

Seuthern Power and Indastry 

industrial spirit which pervades the 19 states 


in the South and Southwest. 806 Peachtree St., N. E. Atlanta 5, Georgia 
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copy, which, it so happens does a 


ood job 


Nice plug for inquiry, too 


Written by JAMES HADLEY 
president, Kircher, Helton & Collett 
Dayton, O 


4 Truarc rings cut assembly time 


vice- 


10 cut unit cost 25 prolong 


Remarks: That 
a 


looks like a pretty complete head- 


product life 9 years 


line, but we think you'll agree that 
many readers will be so impressed 
that they'll wish to read more in or- 
der to find out how and whether the 
ngs might be applicable to their 
vn problems 
Neu hip pocket tool saves costly 
rs Remarks Anything new 
almost automatically gets an au- 
dience. This headline (by Pyramid 
In trument) carries an owner -bene- 
fit. too 
Would 300 to 400 faster molding 
of parts improve your profit picture ge 
Remarks: Sort of a silly question, 
for the answer (if the reader is a 
molder or buys molded parts) is 
self-evident, so it seems to us a less 
tentative headline might be better 
G-E adjustable-speed drive cuts 


Remarks: This 


ling time by 1/3 


Leek Hew These Beers Seve You Money! 
o 


ae. 


* 


must 


headline 


reading for anybody operating mill- 


makes the copy a 


ing machines 

3 new electrical tapes outperform 
any other tape in more than 30 elec- 
Remarks: The Permacel 
Tape Corp.) headline 


generates questions in the reader's 


rical jobs! 


(Industrial 


mind that he has to answer by read- 
ing further. What's new about them? 
How do they outperform other tapes? 
Are any of my jobs included in those 
30? Illustrations show examples of 
applications particularly interest- 
ing for the reason that each shows 
the act of application. Captions give 
the product characteristics 

Looking for material to withstand 
extreme thermal shock? Stupalith is 
Remarks: This looks 


complete message, and it 


your answer 
like a 
would be better, we think, without 
the last four words. However, we 
think if the reader wants a material 
to withstand extreme thermal shock, 
he'll want to know what Stupalith 
is. (Stupakoff Ceramic) 

Townsend saves customer $12,000 
im one year with this cold headed 
part.” Remarks: Looks like the start 
of an interesting story 
the reader) might save $12,000 


How to cut pinning costs with 


I, too (says 


Rollpin self-locking fasteners” (Elas- 

tic Stop Nut). Remarks: This is a 

good headline, but we think it could 

be improved by borrowing from a 

subhead and rewriting into “How to 

cut pinning costs with a new idea 
fasteners.” 


Just to make this point stronger 


here are some more headlines illus- 
trating either open or closed doors. 

What makes the “Big Eye” see? 
(Kaiser Aluminum) Open. The Palo- 
mar telescope is of pretty universal 
interest 

Focus on Injection Moulding ma- 
chines” (Projectile & Engineering 
Co.) Closed. The question arises 
But there's no 


no reason to bother seek- 


what does it mean? 
promise 
ing the answer 

If you buy the Recordak Micro- 
filmer you are now renting you'll 
get a 50% credit on your rental pay- 
ments within the past 36 months.” 
Open. Though a complete message, 
it successfully train of 
thought which, with the aid of the 
copy, might very well lead to action 
from Tennessee.” 


starts a 


‘Ferro Silicon 
Closed. So what? 

“Chains and Sprockets.” (Jeffrey). 
Closed 

‘What? No seat?” Open 
Yarway 


Don’t want any today 
“That's 
Blow-off 


Valve there is no seat to score, wear, 


right! In _ this 
clog and leak.” 

Uniformity is important for re- 
sistors, too “(International Resist- 
ance Company). Closed. Illustrations 
of a racing crew in a shell which is 
Believe it or not! 

Not all good fighters come from 
Brooklyn.” (U.S. Air Conditioning). 
Closed. It’s a curiosity-type head- 
line, but it needs a man who isn't 


a pea pod 


very busy to follow through 
(Cleaver- 
Brooks). Open. It’s also a curiosity- 
type headline, but if the First Na- 
tional Bank of Tulsa has its boiler 
room at roof-level, it’s worth the 


Boiler room in the sky 


time to find out why 

Business is on the carpet and car- 
(Alexander 
Smith). Closed. Who cares? 

Why own your trucks and carry 
this extra load?” (Hertz Driv-Ur- 
Self). Open. Why, indeed? 


pet ww our business 


% “Look how these doors save you 
money” Open This one is perfect 
calling attention first to itself, then 
to the illustration with every word 
counting 

1. “Look” is a 
word 


2. “How” promises an explanation 


good “flagging” 


to come 
3. “These” 


Not any doors, but these 


makes it all very 
specilic 


doors. Not Fenestra doors (which 





from Milwaukee to Melbourne... 


This foundry industry is a world-wide market. No other publication 
begins to approach FOUNDRY ’S coverage of it 


Not only does FOUNDRY give you far greater coverage of the U. S 
foundry market, but it gives you, as a plus value, the greatest 
coverage of foreign foundries 


Such world-wide influence among foundrymen gives your advertising onan ‘ oo mn 
eoching every foundry employing over 

in FOUNDRY a plus value also. Foundrymen at home and abroad ena alananin 

look to this magazine to keep them fully informed on the news and new 

developments in methods, processes, equipment, etc 

For up-to-date information on the size and importance of this market— 


for help in improving the distribution of your products to this basic 
industry—talk to the man from FOUNDRY. Or write us for any 


information on a specific problem 


Ss 








Helping You Sell To Foundrymen 


A Penton Publication 


WHEREVER METALS &@ ARE CAST | Penton Building 
| Cleveland 13, Ohio 
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they are), but these doors in the il- 
lustration that 
only these doors can save you money; 


had 


doors 


(You get the idea 


whereas if it that 
that 
would leave the possibility of other 


been said 


Fenestra save money, 
doors being able to save the same 
amount of money.) 
j “Doors” 


we re 


that's the subject 
talking about 
5. “Save” is an 
Also 
seven-word line 
6 You” is the 


person 


owner-benefit 


word another verb in the 


reader's favorite 
7. “Money” is the reason the read- 
er got into the magazine in the first 
plac ce 
Thus, the 
headline, written by ROBERT C. BLUMER, 


Fuller & Smith & Ross. Cleveland 


perfect “door-type” 


Stops Along the Way. . Who says 


you can't get drama into business 
paper advertising without dr 
it in by the heels? 
people 


with a 


agging 
The Scotch Tape 
Mining) do it 


fine shot of a wrestler (Joe 
Pazandak by name) str 


(Minnesota 


aining to pull 


an automobile at the end of a length 


ot Scotch Tape 


Air Express does it with a view of 


two boxers fighting it out before 


arena 


an 
‘The fight that Starts 
crowd goes home” (This 
tight is the fight waged 


by the rushes the film of 


empty 


when the 


“@f£ainst time 
man who 


the fight to the laboratory and then 
distributes jt by 


Air Express. ) 


a Speaking of Scotch Tape some 
Z00d adve rtising is be ing done by the 


in this field. The 


estler ad 


lManulact irer 
: copy 

nthe wr S as follow 

I 4 oOllows 


In the column alongside are ill 


captions, of 


us- 
trations, with variou 
arious 
uses 


This ad 


RICHARD F 


Was written, and well 
NOLAND 
Durstine & Osborn 

General 


by 
Batten Barton, 
Minneapolis 


.) 
Electric jis really going 


7 


for human interest. In addition to the 
campaign on starters which fared so 
well in the National Industrial Ad- 
awards, there 
G-E 


which the product story is woven 


vertisers Association 


are more top-notch ads in 


around people 


* A Tri-Clad 


Motors is introduced by a picture 


four-page insert on 
vice-president of 
that 
ever for Tri- 
Also on the 


two scenes of manu- 


of the 
Elastic 
We're 


Clad triple protection 


executive 
Stop Nut 
than 


declaring 


stronger 


first page are 
. , 
facturing operations in the Esna plant 


vhich are powered by Tri-Clads 


“We're stronger than ever for Tri-Clad triple protection!” 


* GI 


The two inside pages follow other 
operations at Esna, in which ESNA 
personnel are featured; for example, 
the general plant foreman is quoted 
as praising Tri-Clads, so is the main- 
tenance chief 

Back devoted to G-E’s 


course in motor selection and appli- 


page is 
cations, a series of nine slidefilms 


and manuals for training manpower. 


* A G-E ad addressed to builders 


is practically a slide film on two 
pages. It relates, in pictures and cap- 
tions, what happened when “Builder 
Arthur Oman Mrs. E. N. 


Duffy of Weymouth Heights, Mass 


calls on 


Kitchen-Llaundry , , 
us on the house! 


Bakte Aomher Omen colts on Mins EM Outhy of Weymouth 
Mer eres te Nad out ate he parte uterty hes 





@ Award of Merit for Outstanding Series of Articles, awarded 
by INDUSTRIAL MARKETING in its 13th Annual 


Editorial Competition which drew 590 entries from 259 


business papers 


Top Circulation! 


High editorial excellence has pro 
circulation in 
the Baking Industry. BAKERS 
HELPER reaches the top-notch 


who do 


duced the highest 


baking executives those 


92 of the business in this 3 


billion-dollar Industry 


16,165 


Largest Net Paid 
ABC Circulatioa 


FREE! To get a true picture of just 
how big the Baking Industry really is, 
in terms of your own product, send 
for 12-page booklet “Census Data on 
the Baking Industry”. 


7 


Again BAKERS’ HELPER wins top honors for excellence 


of editorial content. These awards afford striking 


evidence of the type of editorial content which has 
maintained BAKERS’ 


sistently high basis through the years. 


HELPER readership on a con- 


Editorial quality, plus reader-interest, plus largest 
circulation gets results for advertisers in BAKERS’ 


HELPER. 


You cash in on this excellence of editorial content every 


time your selling message appears in BAKERS’ HELPER. 


Bakers Helper °s 


THE BAKING INDUSTRY MAGAZINE 
105 West Adams St., Chicago 3, Ill. 


New York ©@® Portiand 
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Meet 
Mr. CECIL SCHOFIELD 


The sections of CHEMICAL PROCESSING of greatest interest 


ro us are those covering Materials, New Literature, and Process- 


ing Equipment 


“The condensed torm of much of the information in CHEMICAL 
PROCESSING is a great help in getting the facts and still 


conserving time.’ | 


CECIL SCHOFIELD 

Director of Laboratori 

Process & Product Development Divis 
Republic Steel ¢ orporatior 

Cleveland, Ohio 


Published by PUTMAN PUBLISHING CO. 
Creators of PUTMAN-STYLE Magazines 


111 East Delaware Place, Chicago 11 . READER ACT 


78 





Meet 
Dr. W. R. JOHNSTON 


Vice President and Director of Research 
The Fleischmann Laboratories 
Standard Brands Incorporated 


New York City 


| read FOOD PROCESSING regularly, particularly the sections 


concerning Instrumentation, Ideas, and food processing develop- 
ments. 


“Articles of interest are clipped and filed for future use and 


reference.”’ “7 A 


Dr. W. R. JOHNSTON 

Vice President and Director of Researc/ 

The Fleischmann Laboratories 

Standard Brands Incorporated aG 

New York City 09%! ss* 
_noe 


Published by PUTMAN PUBLISHING CO 
Creators af PUTMAN-STYLE Magazines 


“ ” torma 


111 East Delaware Place, Chicago 11 
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to find out what she particularly 
likes about the house she purchased 
from him last year.” He finds out 
that The G-E Kitchen-Laundry 
sold us on the house!”, and she pro- 
ceeds to demonstrate to him the vir- 
tues of the G-E Disposall, automatic 
washer, refrigerator, dishwasher and 
range 


The “close” on the story is 


*% Another G-E spread announces 
a “Civil Defense 
Advisory Service 


Communication 
a how-to-do-it 
blueprint for community safety of- 
fered as a public service at no cost 
to you!” (the “you” being munici- 
palities). Copy offers 


And the 


of them are then introduced 


specialists themselves 
name and photograph 
Will the three G-E 


sponsible for these swell ads please 


writers re- 


step up and take a bow” 


the insert on Tri-Clad Mo- 

an OK AS INSERTED to Ww. 5 

smitH of GE, and m. J. Turner of the 
G. M. Basford Co., New York 

For the GE 


spread, an OK AS INSERTED to Copy 


kitchen-laundry 


Supervisor HARRY RUBICAM and Copy- 
writer JOHN W. HERDEGEN, both of 
Young & Rubicam York 

For the GE civil defense ad, the 
third OK AS INSERTED to ROY D. Jor 
pan. GE's electronics department 
and MARK REARDON of Maxon Advert 


tising, New York 


ABBOURCING GERERAL TLECTRIC'S... 


But even G-E can stumble, and 
we're not going to overlook it Here's 
an ad on fluorescent ballast which 
s as awful an ad as we've ever 
seen 

Top half is devoted to a picture of 
Man O’War winning the Lawrence 
Stake at Belmont in 


accompanying 


Realization 
1920 and 
scribing the event. The headline is 


copy de- 


Among thoroughbreds one is out- 
standing.” Finally, the ad gets around 
to the product, by means of a sub- 
head which says, “And among bal- 


asts one is outstanding.” Copy 
as might be expected, is encumbered 
with such words and phrases as “as- 
sure good performance,” “to consist- 
ently exceed,” “extra quality,” “ab- 
solute top performance,” “only the 
best.” 

We guess we'd better not ask G-E 
who wrote that ad 

What a job Olivetti does in a two- 
third page ad which asks the reader 
to Check 
igainst the 14 
tribute to the outstanding superiority 
Olivetti 14/51.” You're to 


check yes or no to such questions as 


your present machine 


ports which con- 


f the 


Does your machine 


That is what somebody used to 


} 


all “emptying the bucket of 


satis- 


A HOW.-TO.00.17 BLUEPRINT tor comemunsty 
seotety offered a: « pubix serene of mo (ost te you! 


=~ 


(ienland ten seeded 


GENERAL @® ELECTRIC 


faction.” 

Aluminum Co. has had 
mighty fine copy written for it, but 
we wouldn't include the text of the 


some 


ad which reproduced, full page, full 
color, a bucolic painting by Peter 


Helck 
pull” is the title, and here’s the copy 


“If we meet you on the uphill 


We dunno. Maybe it’s good. May- 
be so many people want and can’t 
get aluminum, they'll read it. May- 
be eight thousand people write for 
the full-color reprint that’s offered, 
and will prove us wrong. But we ex- 
than Edgar 


Guest prose from one of our favorite 


pect something better 


advertisers 


* Boost-oi-the-Month . 
does 


, its ad asks, 


- to Cela- 
Celanese keep 


“and Keep Down 


nese. “How 


coing?’ 





To Cover the Most Worthwhile 


INDUSTRIAL BUYERS 
in the U.S. 


Over 1800 Industrial Advertisers Consistently Use CMPD for One Reason—RESULTS... 


and the chief reason for such re- 
sults is that CMPD has 84% more 
manufacturing circulation than 
any other industrial buying guide.* 


When Selecting Sources of Supply 
THIS BOOK IS USED 


Whether it is because of its completeness, ease of handling, 
compactness, or whatever the reason for using CoNoveR-Mast 
Purcuasinc Directory at the time of selecting sources of 
supply for equipment, parts, and materials, the fact that it 





All Other 1,885 








is used is your assurance of getting results from advertising 


Manutacturing 
industrial execetives 
whose buying 
infivence hes 





in this widest directory coverage of industrial buyers. Below 
The file of 
thousands of such letters is open for inspection by anyone 
at any time in our New York office 


All Other 7,901 are quotations from signed original letters 








Automotive Parts Manufacturer 

“Only directory used in our 

plant for some time.” 
Signed—Purchasing Agent 


Power Plant Equipment Manu- 
facturer. “We use this directory 
exclusively for locating sources 
of all types of material and ma- 
chinery.” 

Signed—Industrial Engineer 


Manvtecturing 
Girewtetion 12,378 


Monviactering 
personel coll 
Circulation 10,341 “Answers 
than 


Paper Manufacturer 

our requirements better 

any other.” 
Signed—Purchasing Agent 























Cable Manufacturer. “Most used 
directory both in our office and 
in the factory.” 

Signed—Plant Engineer 


CONOVER-MAST THOMAS’ REGISTER MAC RAE'S BLUE BOOK 
PURCHASING DIRECTORY Total Circulation 20,279 Total Circulation 18,401 


Total Circulation 24,760 Equipment Manufacturer. “Due 


to compactness and ‘easy to find’ 
characteristics, we prefer it to 


ma Automotive Parts Manufacturer 
all others 


Yes, and more manufacturing circulation with “This is the most used directory 


the Conover-Mast Purcuasinc Directory than 
with the other two directories combined. That’s 
quite a bonus, especially since the circulation 
is confined to the larger plants—those that do 
80° to 90% of the buying. 


*Circulation statements are from CCA statemonts of 
Conover-Mast Purchasing Directory and MacRae's. 
dated December, 1949. and the ABC statement of 

Thomas’ Register, dated December. 1949. 


Signed—Purchasing Agent 


Railroad. “Invaluable. Its size 
recommends it. So many direc- 
tories are cumbersome. Yours is 
a quick reference volume.” 
Signed—Storekeeper 


Powder Company. “Kept within 
easy reach as we consult it on 
practically every new purchase.” 
Signed—Maintenance Engineer 


The Conover-Mast Purcnasinc Directory 


in the plant.” 
Signed—Production Engineer 


Manufacturer of Chemicals.“Our 
shortest cut for purchasing in- 
formation.” 

Signed—Plant Buyer 


Machine Manufacturer. “We use 
it in preference to any other.” 


Signed—V. P. & Pur. Agent 


is your best channel 


for the presentation of your sales story and product facts to the 
buyers and specifiers of equipment, parts, materials, and supplies 


needed in industry 


CONSULT YOUR ADVERTISING AGENCY 


Conover Mast 
PURCHASING 


DIRECTORY 


Chicago |1, Ill., 737 North Michigan Ave. 
New York 17, N. Y., 205 East 42nd St. 
Cleveland 14, Ohio, 435 Leader Bldg. 

Los Angeles 36, Colif., 5478 Wilshire Blvd. 
Philadelphia, Po., 333 Kent Rd., Bala-Cynwyd 


Taunton, Mass., 9 Earl! St. 
Westport, Conn., Bay St. 


Packanack Loke, N. J., 114 Beechwood Drive 


Whitehall 4-6612 
Murray Hill 9-3250 
Cherry 1-7788 
Whitney 8055 

Welsh Valley 4-497! 
Taunton 2-1987 
Westport 2-3106 
Mountain View 8-0255 
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How does Celanese 

KEEP GROWING 

and KEEP DOWN PRICES 
Gespite steeply ‘ising costs wace 1939" 


Prices Despite Steeply Rising Costs 


Since 1939?” 


Copy then states and amplifies the 


inswet 


Written by JESSE T. ELLINGTON 
president of Ellington & Co., In 
New York 

Please read this copy from an ad 


published by Republic Steel 


“That's right 
church chased ™ 


REPLBLIC STEEL 


We're just as afraid of ads like this 
as Republic Steel is afraid of what- 
ever it is that it’s afraid of 


The Copy Chasers 





L. A. Carter . . sai 





crease, there's little chance of much 
easing in steel supplies before the 
end of the year 

Steel ingot output in the second 
half will be about 53.7 million net 
tons, compared with about 52.3 mil- 
lion in the first. Annual capacity 
will be about 110.5 million tons by 
the end of the year, compared with 
about 104.5 million tons now. Some 
teel company executives are pre- 
dicting supplies will be surprisingly 
close to demand sometime this year, 
but steel consumers now say no 

Except for a short period in 1949, 
we have been short of steel for the 
past decade. Officials in the National 
Production Authority in Washington 
contend we need 35% 
than is now being produced. That 


more steel 


estimate probably is much too high 

Hard 
looking for a solution to their pro- 
curement problems, are pinning a 
lot of hope on the NPA’s Controlled 
Materials Plan, which will regulate 


pressed steel consumers, 


steel, copper and aluminum, and 
which went into effect July 1. But 
CMP is no cure-all; in fact, it will 
have little noticeable effect on the 
the third quarter a 
but it should 


Situation in 
transitional period 
begin to help in the fourth quarter 
of this year. For the time being, 
CMP is of the open-end type de- 
fense and defense-support programs 
only are under it; users who make 
civilian products, notably consumers 
durable goods, will have to grub for 
what's left. Chances are good that 
CMP will be closed-end by Oct. 1 
when all steel will be controlled 
Prices will probably stay about 
the same this year, unless the steel- 
workers win a major wage increase 
The steel shortage, pretty much 
finished 


products, is especially severe in bars, 


across the board for all 


plates and shapes 

The steel supply picture will 
brighten after 1951. There's a good 
chance that supply will be quite 
close to demand about one year from 
now. The industry’s expansion pro- 
gram will be bearing fruit in 1952 
and 1953. We will have a capacity of 
at least 118 million tons of ingots in 
early 1953 WALTER J. CAMPBELL, 
managing editor, Steel, Cleveland 





“Any nuts and bolts today?” 


As a miscellaneous assortment of odd parts many 


a wanted product will have little appeal. 


Yet you'll find many an advertisement for durable goods 
and capital services so full of “nuts and bolts” 


that the product's essential usefulness is obscured. 


Facts are facts—but they need adroitness 
and creative skill in their presentation 


if the advertisement is to be really objective. 


For more than a quarter-century we've specialized 
in making facts move buyers of durable goods and capita] 
services for home, farm and industry. We have 


become the largest agency specializing in this field. 


THE BUCHEN COMPANY 


& Advertising 


Daily News Building: Chicago 6, Illinois 


SPECIALIZING IN DURABLE GOODS AND SERVICES FOR HOME, FARM AND INDUSTRY 
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Mr. Anthony Parisi, Chief Electrician of DuMont Laboratories, Inc. 


He subscrib O 
CAL CONSTRUCTI A 

; appro MAINTENANCE, and his well 
Mr. Parisi start s . worn copies show the hard us- 

r man electrician, then ran age it gets He turns to it as a 
his own contracting firm until source of ideas for specific jobs 
941, when he came to DuMont and a materials-and-prod 
Chief Electrician. Mr. Nor- 
C. Hall, DuMont’s Plant 


test 


reference book when order 


eful 


ian he has ever known 





who “runs the electrical show” 
at DuMont needs your ideas! 


Here is a man with a big job...Chief Electrician at DuMont. With a small crew, he wired 
the entire 481,134 square feet of the great East Paterson, N. J., plant, in six months. 
He's installing new switch gear now, to take 4160 volts from the street 

to 13 substations inside. He designed the impressive supplementary lighting and power 
systems for an assembly line, with 1000 reflectors and 4200 feet of trolley duct 

... planned and built the controls and electric drives for storage conveyors. 

And he handles a continuing stream of assignments, to keep electricity working 

in all four DuMont production areas with their twenty buildings. 


On jobs like these, the resourceful Mr. Parisi uses ELECTRICAL CONSTRUCTION AND MAINTENANCE 
as a “working text.” He needs ideas... plenty of them. Tackling a new project, 

he studies the editorial features for fresh angles. And when the plan’s made, 

he “sweats through” the advertisements to find the kind of material 

he needs ...and orders it. 


This Chief Electrician ...a successful contractor who took over one big, continuing job at DuMont 

...is like 23,750 other contractors, consulting engineers, plant electricians 

and motor shop owners who give ELECTRICAL CONSTRUCTION AND MAINTENANCE good, hard usage 
as the working reference book of a two-and-a-half-billion-dollar market. 

They're the men who build and maintain America’s electrical systems... keep America running, 
growing, putting to work every new application of electricity for light, heat and power. 


This is the industry ELECTRICAL CONSTRUCTION AND MAINTENANCE has served for half a century 
...continually helping it to advance to new electrical frontiers. 

Readers buy directly from its pages. To quote Mr. Parisi, they want “ads that give you 

ideas on how to do a job better.” Is your product there, when the job’s being planned? 





NOTE: Our District Manager will be glad to give you a copy of 
our inquiring reporter’s complete report of his visit to DuMont. 


ELECTRICAL 
CONSTRUCTION 
AND MAINTENANCE 


A McGraw-Hill Publication 
330 West 42nd Street. New York 18 
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advertising | volume 
in business papers 


Grand total 


First six months of 1951 


Grand total 


Industrial Group 


ove 


\Y 


1950 


page change 


*, change 


page change 





Total Six 
Mos. Pages 





Engineer 
Age 
Mining 





Linage gains 5.3°> 
in first half of 1951 


® ADVERTISING VOLUME rose 5.3 in 
the first half of 1951 over 
parable period in 1950 for 256 busi- 


ness papers reporting to INDUSTRIAL 


the com- 


MARKETING 

For the month of June, the in- 
crease was 6.5°,, or 1,849 pages more 
than the 28,639 carried in June, 1950 
report- 
1,764 
pe I iod 
Seve n 


gained 


The industrial group, 151 
ng, gained 10.1 in June, or 
pages. For the six month 
these papers increased 9.7 
product news 


in June, 12.1 


53 papers in the 


publications 
for the half yea 
trade section 


off 6.7 in June: down 5.3 
the six months 


Twenty-eight class i 


papers gained 


drop 


i in June 
May 
January-June. The 17 export pape 
gained 1.9 n June ysst 1.6 


vear-to-date 


smal 


alter a 


»9 
and showed a 3.2 ncrease [to 





Industrial Group 


Total Six 
June Pages Mos. Pages 
95! 1950 1951 1950 





Drug & Cosme 
Electrical Constr 
Electrical Engin 
Electric Light & 
Electrical South 
Electrical West 
Electrical World 
Electronics 
Engineer 
Fngineeri 
Excavating Engineer 
Factory Manageme 
Fire Engineering 
Fleet Owner 
Food Engineering 
Food Packer 
Food Processing 
Foundry 
Gas 
Gas Age (bi-w 
Heating & Ventilating 
Heating. Piping & A 
Conditioning 


Inland 
Interiors 


Iron Age 


Lumberman 





Machine & Tool Blue Book 


x6! 

Machine Design 
Machinery 
Mag ne 
Manufacturer 
Marine Engineering ‘ 

Shipping Review 
Mass Transportation 
Materials & Methods 
Mechanical Engineering 
Mechanization 
Metal Finishing 
Metal Progress 
Milk Dealer 
Mill & Factory 
Mining Engineerine 
Modern Machine Shor 
Modern Metals 
Modern Packaging 


4' xf 








No advertiser ever had a more attentive audience! 
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The Chain that Connects - 
Advertising and Plant Men by 


RAILROADS 
“Read any advertisement for in 


dustrial products or services.” says 
the editor of TIEN in the June issue 
“You can judge the help given by 
his ers 4 iF t en to th ° ° 
o-dum -egpendnger agug Men of ALL industries need product 
advertising manager who wrote it ‘a 
information to continue production 

















on the measure of practical useful 
data it contains . . . 


“The need for this information is 
very great Lack of it results in If you have a product to sell to industry you now have the 
advertising filled with unsupported . ‘ : 
statements, leads to choice of prod- opportunity of a lifetime to tell your story. 
ucts which may not perform as 


promised, wastes time and money, Men of industry are searching desperately for equipment and 


tends to make you skeptical of th ‘ . , is 
papther Sec 4 ap 9 products that will help them fill defense orders. They are seeking 
very printed material on which you ’ 

must depend for a large measure new sources for every kind of product. including yours. 


of your own industrial education.” 


This te the “chatn” that lake od Product information is more vital now than ever. 


vertising men to IEN readers who 


are, in the main, production men Much of this search by production men in the larger plants is 


TEEEG CaReennees Spann Se concentrated on the pages of Industrial Equipment News, leading 
product description which in turn 
is used for product selection publication in the field of product news and information. 


pr tage aetrkngecyirmede Your advertisement in TEN will have the impact of news, the 
this shop viewpoint on industrial 


advertising. and in the very fact timeliness of a production line, the urgency of the national defense 
that plant men are reminded. 

through the editorial pages of their effort. 

product news and information 

paper. Industrial Equipment News Write today for complete details 
that their interests are indeed 

linked with advertising 


a 


REPRESENTATIVES ~BOSTON + CHICAGO + CLEVELAND + DETROIT + INDIANAPOLIS + LOS ANGELES + PHILADELPHIA + PITTSBURGH 
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NATIONAL BUSINESS 


1001 FIFTEENTH STREET, N. Ww. 





NBP NOW REPRESENTS 


BOTH PAID AND 


CONTROLLED 


BUSINESS PUBLICATIONS 





NBP membership now totals 117 publications 
audited by CCA or ABC, having either 
paid or controlled circulation or both 


Members of National Business Publica- 
tions, Inc. have formally approved a reso- 
lution calling for broadening of the base 
of its membership to include ABC, CCA 
and other approved audited business pa- 
pers. Applications of new members were 
announced at the Ass ciation’s annual 
Spring meeting at Hot Springs, Va., June 
1-3. Nineteen ABC publications have 
already joined NBP. 

Russell L. Putman, president of NBP, 
called the move “a big step forward for 
business paper publishing. Advertisers 
and advertising agencies, as well as busi- 
ness paper publishers, have long felt the 
need for a single, unified organization to 
represent the business press.” 

“Tt is the fundamental policy of our or- 
ganization,” he added, “that well-edited 
technical, scientific and professional peri- 
odicals, effectively distributed, by what- 


ever method used, render an indispen- 


sable service to business and to industry. 
It is not circulation method, but rather the 
type of service rendered, that determines 
how good a business paper is. In short, 
advertising values are determined by 


‘who reads it,’ not by ‘how he gets it.’ 


“This action today was greatly facili- 
tated, Iam sure, by the unique member- 
ship feature of our organization. Voting 
power in NBP is limited to one vote for 
each publishing organization, regardless 
of the total number of publications repre- 


sented by any member organization.” 


The resolution was introduced by 
Joseph S. Hildreth, president of Chilton 
Co. After its passage, he said: 


“This fulfills a long cherished ambi- 
tion of mine. And I have talked to enough 
paid publishers to know that this action 
will receive enthusiastic approval from 


publishers all over the country.” 


NBp... DEDICATED TO SERVING 


PUBLICATIONS, INC.& 


THE BUSINESS 


PRESS OF AMERICa 
A, —— 


WASHINGTON 5, D.C. 





Industrial Group 


June Pages Mos 
1950 1951 


Total Six 
June Pages 
950 


Total Six 
s 





- 
950 Trade Group 1951 1 





wern Plastic 


dern Railroads 


Product News Group 


828 Hatchery & Feed 

544 Hosiery & Under 

Hosiery Industry 

Hosiery Merchandisi: 
nent y 
nent 


Leather 
Lingerie 
or 





June Pages 
1951 1950 


Total Six 
Mos. Pages 
1951 1950 








Total Six 
June Pages Mos. Pages 
1951 1950 1951 1950 





June Pages 
1951 1950 


Total Six 
Mos. Pages 
1951 1950 





Export Group 


Total Six 
June Pages Mos. Pages 
1951 1950 1951 1950 








Re 
Rev 


I ocker Plant 
should be 69 pages 
Marketing 

splay advertising 


pages sted previou 








YEAR 


For the seventh consecutive year The Oil and Gas Journal 
has earned awards for editorial excellence in the Industrial 
Marketing magazine competition. 


This year we are particularly proud because we won three 
certificates, out of a total of only twenty-five awards in the 
industrial magazine class. 


Awards to The Journal were for: 
1. Outstanding series of articles published in 1950, for 
our series titled “Refiner's Notebook.” 
Outstanding single article published during 4950, 
titled “Deep Rotary Drilling.” 
. Outstanding single issue published during 1950 for 
our “Annual Pipe Line Number.” 
of such caliber as to merit awards has, 
the reason for 
among RIGHT READERS of Oil and 
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cOpy 
that clicks 


Typical Railway Age 
article that discusses 
improvement to 
railway services and 
facilities involving 
new equipment. 


Here's why U-S-S COR-TEN hoppers 
... last longer ... require less maintenance! 


U. S. Steel advertise- 
ment demonstrates a 
particular product's 
advantages in 
trimming maintenance 


costs. 


alctolelol els -emicla cell Moh Aida cciililemilileutelileya 





E article pictured on the opposite page 
shows how the editors of Railway Age feed 
the interest of top management men in the prod- 
ucts that help them reduce operating costs and 
increase profits. 

The U.S. Steel ad shows an awareness of this 
strong reader interest in product benefits and 
economies. Note how it uses simple headlines 
and captions so that a non-technical man can 
easily grasp the product’s advantages. But for 
the large numbers of management men who have 
come up through the technical ranks (and the 
group comprising the heads of engineering de- 
partments), they use a technical chart that 
flashes the product story in graphic form. 


Here’s how we know this works 

The charts and tabulations to the right clearly 
indicate the fact that railway management men 
are interested in both editorial and advertising 
material that talks about profitable applications 
of equipment, materials and supplies. Time and 
again, Railway Age has been voted ‘‘ most helpful” 
by an overwhelming majority of railway execu- 
tives. It leads in total net paid circulation and 
has a subscription renewal percentage of over 
80%. Advertisers invest more money in it than 
in any other railway paper. It leads in adver- 
tising pages by more than two to one over the 
second publication. 





RAI LWAY 
FREIGHT TRAFFIC EDITION ae 


One issue of Railway Age each month 
—the first—is devoted to the develop- 
ment of railway freight traffic. Copies 
reach industrial traffic managers—@ 
special oudience for railway adver- 
tising 
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RAILWAY AGE preferred 8 to 1 


1951 SURVEY RESULTS 
R'WAY Mod. 
AGE RRs 
129 


Account., Fin., Legal 
aaa 
Mech. & Elect. Officers .... 
Eng. and Maint.. : 
Sig. and Commun. . . 

Pur. and Stores 

L.C.C. and A.A.R.. 


TOTALS 

RAILWAY AGE 82.4% 
Modern Railroads 10.6% 
All others 13.6% 


*This total represents the number of respondents to the 
question: “Which publication contributes the most to the 


railway industry?” Some listed more than one publication 
and Tose votes are credited to each publication. As a result, 
the percentage vote given above necessarily exceeds 100%. 








Lergest PAID Audited Circulation 
of any Resdwoy Business Poper 


& Communications 





Subscription 
Renewols 
OFC EMBER 3). 1990 


STATEMENT 








ADVERTISING LEADERSHIP 
210 1 in Number of Pages 
First 5S Months 195! 


& Electrical Engineer 
neering & Maintenance 


ling & 





CHURCH STREET 
T9W MONROE STREET 
TERMINAL TOWER 


ABPYAae 








editorial 


Author's index 





Austin. David F 
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Advertising Takes a Closer Look at Media 
Schedules 


Agencies Plan to Help Buyers Make More 


with Less 


Agency Goes Colonial, Pastoral . . But Stays 


Functional 


Conventional Ad Campaign Gets Unusual 
Results for Neon 


Cover Stories 


Export Ad Volume Rises $1 million in ‘51 


How Does Top Management Gage Effective- 
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What Industrial Advertisers Plan to Do in 
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Advertising at war 


How to Clear Restrictions for Industrial 
Ads, by I tilvie, A 44 


How to Write Ads in Wartime . 
of World War Il .. 


. Lessons 


I Believe in Advertising. But... . 





Tell it to Ki 


Promotional pieces can 
also promote good will! 


In the rush to sell your products, don 


rh | 


overlook 
will, Our travel kit 


1¢ importance of selling goo 
presente < acn 
passenger on the Santa Fe Super Chiet 
iS ar example of how this can ft lone 
through providing a ‘service The kit 
ontains Canasta, Bridge, and Rummy 


scorepa ls plus rule S$; Stationery stam pe ! 


envelopes and postcards matches, scratch 
pad; colorful travel folders ab« 
a The Land of Pueblos 
yon and Indian Country; a 
Santa Fe time schedule, and 
wokler of interesting facts 
aces and sights al 
system. By 


much 


color 


vot only did we cut the color costs 
but created something 
it may even have 

s tor direct mail pieces 
Mrs. Rath B. LeBre 


Cecil & Preshrey, In 





New York, N. Y | 


erly-Clark 


An idea exchange service for 
advertisers and buyers of printing 





Painless education for salesmen! 


there af isy way 


tertaining 


sheets 


were allied to the 


A quiz was attached which they hilled 
1 returned after reading the data 


sheet. Points were awarded based on the 


out an 
number of correct answers, and the sales 


1 his family 


man an could choose from 
a catalog the prizes which best suited 
their needs. On completion of the quizzes 
data sheets could be assembled to form 
a complete manual of products and sales 
information. This program resulted in 


almost LO0O% participation, and definitely 


Do you have an item of interest? 
Tell it to Kimberly-Clark! 
All items :} 


property ot 


cCCOME 

Kimber 
Clark. For each publishe 

tem, a $50 Detense Bond 
will be awarded to the 
sender. In case of similar 
contributions, only the 
first received will be elig 
ible for an award. Address 
Idea Exchange Panel, Roor 

Clark Corporation, Ne« 


* * * 


As paper is still on allocation, please help 


prevent the shortage from spreading 


further. And remember—you add crisp 
freshness and sparkling new sales appeal 
to all printed pieces—at less cost, with 
less waste — when they're done on fully 
coated Kimberly-Clark printing papers 
Use them whenever possible 


Kimberly-Clark Corporation ss. wsconsn 


Kimber Quality Machine-Coated Printing Papers 


Clark 
vee \  Hifect™ Enamel 


Lithofect” Offset Enamel 


Multifect* 
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Advertising in 1951? T h 


* 
Advertising copy. 
graphics, production 


Copy Chasers: 


How to and How Not to Design a 


Catalog 


How to Write Catalogs that Go Beyond 
Advertising 


Industria! Advertising Lambasted 


Industrial Copy Doesn't Have to be Dull 


No Ad Is Too Smal! Copywriting critique 


Six Outstanding Industria! Ads Win ABP 


Honors 
What the Redesign of Industrial Marketing 
Means to Its Readers 
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Business paper publishing 
Advertising Takes a Closer Look at Media 


Schedules 


Advertising Volume in Business Papers 


Agencies Plan to Help Buyers Make More 
With Less 


Canadian Advertising Volume 


How Business Papers Compare in Space 
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Space in Business Papers in 1950 


Advertising Agencies 


Industrial Editors Predict 1951 Market Pic- 
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New Data on Media. 


A Prosperous But Ca Year Seen 
for Industry . 2 : 
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Salesmen ) 
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Marketing, distribution 


Are Sales Call Reports Worth the Cost? 


Can Manufacturers’ ae oan Outsell Sales 


men? 


. 


Can You Alford a Market Research De 
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How Hard Must We Sell When Demand 
Gets Ahead of Supply? 


How Six Industrial Advertisers Introduce 
New Products : 


Management Must Recep Marketing as a 
Science 


New Distribution Plan Shycochots Polyken 
Sales 


Ten Ways to Keep Suautes Working in 


a Semi-War 


What Industria! Advertisers Plan to Do in 
1951 
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Publicity, public 
& employe relations 


Employe Communications Public Rela 


tions 


See-for ong Press Junket Gm aque { 
Results ‘ 


+ 


Sales, sales promotion 
Are Sales Call Reports Worth the Cost?. 
Build-your-own 


Models Boom Fruehaul 


Truck Body Sales, 


Can Manufacturers’ Agents Outsell Your 


Own Salesmen? 


Conveyors Speed Sales for Industrial ‘Sears 
Roebuck’, by G ir Ma 8 


Executives Tell Why They Use Sales 


Quotas 


How Hard Must We Sell When Demand 
Gets Ahead of Supply?. 


How Small Business Can Sell to Govern 
ment Today 


How to Put ‘Sell’ Into Your Sales Quota 


tions 


Ideal Inquiry Campaign Boosts Distributor 
Sales 


Industrial Sales Organization in Wartime 


Kohnstamm Fetes Centennial with Sales 
Movie 


Medicine Show Tactics and Plain Talk Sell 
Fiberglas 


New Distribution Plan Skyrockets Polyken 
Sales 


Peabody Makes a Test of Sales Without 
Advertising 


Sales Promotion Ideas 





HORTAGES 
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When new sources are needed fast, directory 
advertisers receive preferential attention. And 
MacRAE'S BLUE BOOK is preferred—at 
most industrial purchasing points—for its 
accuracy, completeness and accessibility. 
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How much has metalworking 


grown in the past ten years? 


Going into 1940 there were 28,000 metalworking 
plants in the U. S. Today there are more than 
56,000. Physical output has increased 104% in 
the same period. 


If you sell to metalworking—your sales potential is 
at least twice as big today as it was 10 years ago. 
Metalworking is still on the rise. It is running well 


over 80 billion dollars a year in output and is on the 
way tothe 120 billion dollar mark by 1960. That means 
a potential for you half again as large as it is today. 


To keep ahead of competition in such a fast growing 
market you may have to lift your sights to the bigger 
target. This calls for increased emphasis on the 
metalworking industry to fully capitalize on the 
opportunity ahead. 


Lf uf 3 3 Le The Weekly Magazine of Metalworking 
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How well has metalworking 


media matched this growth? 


Ten years ago there were 26 publications listed by 
Standard Rate and Data in the metalworking field. 
These papers had a total circulation of 305,668 
or an average of 11,757. 


Today there are 44 publications listed in the metal- 
working field with a total circulation of 718,554 or 
an average of 16,330. That's an increase of about 
45% in average total circulation. 


Opa 


Throughout the past 10 years only one publication 
accurately matched its distribution to the industry 
growth and buying power. The one publication to 
accomplish this is STEEL. While the industry grew 
104% STEEL matched this with 116% increase 


in circulation. 


That is rea. controlled circulation in action. Ask the 
man from STEEL to tell you more about STEEL’s 
matched coverage. 


LP if 3 3 a Penton Building, Cleveland 13, Ohio 
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® 30,000 


CIRCULATION 


© 240,000 


READERS 


© 50,226 


PLANTS ...., 


FOR YOUR ADVERTISING DOLLAR! 


Our story is simple! If you're an advertiser with a product or service to 
sell to Industry ... you want to reach as many of the right kind of prospects 
@s you con for your advertising dollar. You don't want waste. You're not 
interested in “stuffed shirt" coverage. You want to “bullseye” plant op- 
erating men—in all classifications of industry. For this kind of job— 
INDUSTRIAL MAINTENANCE is right down your alley. |. M. delivers 80,000 
primary reoders—the biggest Industrial circulation in America at the 
lowest cost per thousand. Our audience is responsive because it's right! 
Get the feel of |. M. pulling power! 


FREE! Write for informative new 
Brochure, “FACTS ABOUT INDUSTRY'S 
MOST EFFECTIVE SALES TOOL!” 


THE LIFE oF inpusTrry 


MEMBER OF ECA 


INDUSTRIAL MAINTENANCE 


3623-27 Filbert St., Philadelphia 4, Penna 
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This Emblem Means p= 
Annual Market Data 


IT’S EASY FOR YOU 
to Get Media and Market Data 


When you see it in the advertisements of business publications — in their 
promotion copy in folders, on blotters, in circulars—you are being 
reminded that the publication has filed its complete reference data in The 
Market Date & Directory Number. it means you con find facts on the pub- 
lication’s editorio! services, circulation, influence, market studies, and 
similar information, adjacent to complete data on the market it serves. 


Seven Executives Tell How They're Han- 
dling Allocations Mana 


4< 


Today's Sales Incomes Can Get Out of 
Hand . . Stop Them. by Burney Miller and 
RK Moffitt Tur ¢ 14 

$25.000 Manua! Brings Hays $1.430.000 in 


Sales, by Fred Lackens, March, 


Unorthodox Sales Training Boosts Harper. 
by Merle Kinaman. Fel ; 36 
What Will and What Should Industry Do 
About Sales and Advertising in 1951 . . 


r € € J mn r 4s 
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Shows, exhibits 
ATF Show Exhibit Capitalizes on New Op- 


portunities, by Frank 


Blimps. Babes. and Ballyhoo Pull Handling 


Buyers. 


Industrial Shows 


‘ 
‘ 


Medicine Show Tactics and Piain Talk Sell 
Fiberglas. Apr 


Public Speaking. Pageantry Boom IC 100 
Years. : n, Ma 


Ten Kinds of Show Visitors .. How to Handle 
Them 





Departments 


Advertising Volume in Business Papers. 


Canadian Advertising Volume 


Copy Chasers, 
Cover Picwre 


Editorial Index. 





Editorially Speaking. jan 


Employe Communications . . Public Rela- 
tions. 88; Fe 30; Marct 18 


From Washington, 
Industrial Shows 


New Data on Media. 


News 


NIAA News. 


Problems in Industria! Marketing. 
March 4; A 
», p. 24 
Sales Promotion Ideas. 


4 


Trends. 





Towne forms group within NIAA 
to exchange direct mail samples 


®@ NEW YORK The advantage of di- 
rect mail is that it can break the ice 
and overcome major resistance be- 
fore the salesman calls, John Yeck, 
partner, Yeck & Yeck, told the 
NIAA conference panel on develop- 
ments in direct mail practice 

The average salesman-call costs 
about $9, he added, which makes it 
impossible to cover all potential 
customers by a sales force 

W. L. Towne, president of W. L 
Towne Advertising, proposed the 
formation of a small group in NIAA 
to exchange information and sam- 
ples of direct mail pieces on a regu- 
lar basis. Fourteen NIAA members 
volunteered for the group on the 
spot and Mr. Towne said he would 
start work immediately 

Frank Frazier, executive director, 
Direct Mail Advertising Assn., 
stressed the need for more careful 
planning of direct mail. A campaign 
should have a specific objective that 
is to be accomplished; it should be 
budgeted; lists should be carefully 
selected and analyzed; timing should 
be right; and a sample mailing 
should be made before extended 





LL? ?2 . ee Power Engineering 
a 5) 


wins recognition for an example of 


outstanding practical usefulness to its readers. 


It is especially gratifying that the award 
is for a series of articles. This series 

has held sustained interest over a period 
of ten months. In fact, when we intended 
to terminate the series, popular demand 


forced us to continue. 


Advertising reaps extra dividends from 


this kind of reader interest. 


For Key Men who Supervise, Operate and Maintain the Power Engineering Services 


110 South Dearborn St., Chicago 3, Ill. 
New York + Philedeiphic + Cleveland + Son Francisco + Los Angeles + Seattle + Dalles 
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pon ed WHERE IT COUNTS 


Plus “Directed Distribution” — 


TEXTILE INDUSTRIES’ added circulation 
value for advertisers 


IT 1S OBVIOUS to anyone giving the subject seri- 
ous consideration that it is no more possible to do 
a 100% job in subscription selling than in the 
sale of any other commodity 

Even the best of paid circulations is bound to 
leave some important gaps in the market cover- 
age. T. I. closes these gaps by supplementing its 
big net paid with “Directed Distribution.” 

TEXTILE INDUSTRIES’ paid circulation is checked 
plant by plant with the buying influences in all 
worthwhile mills. Individuals who exercise im- 
portant buying influence and who are missed in 
the paid circulation, are placed on the “Directed 
Distribution” list to receive T. 1. each month. 

A continuous study of mill buying influences 


is carried on; changes of personnel are carefully 
checked. New names are added where the impor- 
tant buying influences are not already covered by 
paid circulation, and old names are removed 
where the buying influence is no longer effective. 

Long-time TEXTILE INDUSTRIES advertisers — 
who have had opportunity to observe this publi- 
cation’s productivity—recognize “Directed Dis- 
tribution” as a definite plus value. 

In combination with T. J.’s big net paid, “Di- 
rected Distribution” enables you to reach the 
greatest possible amount of textile mill purchas- 
ing power. This combination circulation produces 
more inquiries and more sales for you. Try it— 
you'll see. 





1. . LEADS wm mut circucation 
IN U. S. AND CANADA 


.. FOR ete 


More than 85‘; of T.1.'s big net paid goes to 

production and management men actively 

engaged in the mills. Added to this impres 

sive figure is TEXTILE INDUSTRIES 
sluable “Directed Distribution,” providing 
he fullest possible coverage of all import 
t pr cing units 


Textile Industries 


806 Peachtree St., N. E., Atlanta 5, Georgia 





NIAA 


Chapter activities 
of the National Industrial 
Advertisers Association 


Gets first offer of funds; 
set $75,000 annual budget 
to be controlled by donors 


@ NEW YORK The new Industrial 
Advertising Research Foundation, 
with an annual budget of $75,000, 
was established by unanimous vote 
of chapter delegates at the annual 
NIAA conference. 
Within 48 hours, the 
received a suggestion for a specific 
offered 
the proponent’s financial assistance 
Leonard J. Raymond, 
Dickie-Raymond Co., 
wound up his discussion on 


foundation 


research project and was 
president, 
direct mail 
house, 
the research panel in the last day of 
the conference with a proposal that 
the foundation find out what hap- 
pens to direct mail when it arrives in 
a business office. 

Mr. Raymond, 
that many other 
panies would add their 
said that users of 


who opens it? 


emphasizing his 
conviction com- 
financial 
support, direct 
mail wani to know: 
who routes it? who signs the cou- 
pons, the executive or his secretary? 
Although the foundation will be 
owned by NIAA, its management 
and funds will be controlled by con- 
tributors, who will elect the trus- 
tees. The foundation’s fund-raising 
activities will center, not on large 
donations from several large com- 
panies, but on modest donations 
from the largest possible number of 
industrial advertinere of all 
The policy would keep control from 
becoming strongly centralized in 
several companies and would keep 
the foundation representative of the 
broadest segment of advertisers 


sizes 





e 





Projects to be studied may be 
recommended by NIAA members 
through the existing NIAA research 
committees or may be recommended 
directly to the foundation board of 
trustees. Research 
templated include: 

What are the most effective 
of space for industrial ads? 

What are the most effective types 
of industrial exhibits? 

What is the relationship, if 


ntinued on page 


subjects con- 


units 


any, 








news 


National headquarters « 1776 Broadway, New York 19, N. Y. 
John F. Apsey, Jr.. ¢ 
Biaine G. Wiley. ex« 


resident 


live se 


retary 


Proposed tax on advertising 
is dead duck, Wilson asserts 


® NEw york . . The proposed tax on 
advertising is a dead duck, for the 
present, Mobilization Chief Charles 
E. Wilson reassured the National 
Industrial Advertisers Association 
at its annual conference. 


But he warned advertisers to be J 
on the alert against revival of the} 


proposed tax in the future. Declar- 
ing his opposition to any such plan, 
Mr. Wilson said: “Our hope in the 
defense mobilization program is that 
continue the flow of our 
normally as 


we can 
civilian economy as 
possible while engaging in 
strenuous rearmament program. Ad- 
vertising is a necessary lubricant for 
civilian economy. 

“Advertising keeps business flow- 
ing, prevents stagnation, introduces 
new products, develops new patents, 
promotes new business ideas. Taxing 


our 


advertising would tend to reduce it; 7 


reduction of advertising would con- 
strict business; constriction of busi- 
ness would result in fewer tax dol- 
lars. Therefore taxation on adver- 
tising would actually in the long 
run produce less revenue for the 
government.” 

He said that defense mobilization 
is making good progress but that 
this has not yet become fully evi- 
dent because production is still 
largely in the tooling-up stage. 
From now on, he predicted, a great 
volume will come off the produc- 
tion lines. 

He seid that since the first of the 
year orders have been placed at a 
rate of $1 billion a week and that 
the present rate for delivery of end 
products and for new construction 
is $1.5 billion a month a total 
that will rise to $4 billion in a year. 
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Winners of $2,000 .. 


Tinnerman wins $1,000 Putman 
award for proof of ad results 


@ NEW YORK The annual $1,000 
Putman award for the best docu- 
from indus- 


mentation of results 


trial advertising was presented 
to Tinnerman Products, Cleveland 
manufacturer ef industrial fasten- 
ers, at the National Industrial Ad- 
vertisers Association conference 
Russell L president 
Putman Publishing Co., Chicago 
presented a $1,000 check and cita 


Putman, 


tion to Tinnerman advertising man- 
ager W. M. Buttriss and a $500 
award to R. W. Twiggs, account ex- 
Meldrum & 


Tinnerman’'s agency 


ecutive Fewsmith 

The awards went to Tinnerman 
and F&W for a presentation showing 
how advertising had broadened the 
market for Tinnerman fasteners and 
had gained greater acceptance for 
the spring tension principle of fast 
ening 

A second place award of $500 
went to E. S. Sensenderfer, adver 
Forge & 
Pa for 
f results of a cara 
paign for hand Joseph H 
Funk, account executive, Beaumont 


Heller & Sperling 


tising manager Bonney 


Tool Works 


documentation 


Allentown 
tools 


Reading, Pa 


Bonney’s agency, received a cita- 
tion 

Third place citations were award- 
ed to Paul A. Wilks, advertising 
manager, Perkin-Elmer Corp., Nor- 
walk, Conn 
turer, and Melvin Elliott, account 
executive, Fred Wittner Advertis- 
ing, New York 

Presenting the awards, Mr 


instrument manufac- 


Put- 
man said that the ten best entries 
each year are condensed into briefs 
and published in a booklet, of which 
30,000 have been distributed to in 
dustrial advertisers in the past three 
years. Supplementing the educa- 
tional job done by the booklets is 
the company’s film, “The Radar of 
Selling,” 


competition 


based on entries in the 
Four ad managers outline 

basic ad budget method 

Four 


managers described a basic method 


S NEW YORK advertising 
f compiling and presenting an ad- 
vertising budget in a panel discus- 
sion at the National Industrial Ad- 
ertisers Association's conference 


Roy B 


anager 


johnston, advertising 


Kopper s Co 


advised advertising men to 


Pittsburgh 
begin 


their budget work by preparing a 


statistical tabulation including a 
basic product card broken down by 
sales territories and industries 

“From this source material you 
can develop all the necessary tables 
of sales statistics for an analytical 
review,” he said 

W. C. Kernahan, supervisor of di- 
rect advertising, Gulf Oil Co., said 
after you make your analysis, the 
next step is coordination of statistics 

In order to pinpoint advertising 
requirements, he said, the budget 
should be built on a product-by- 
product basis. So the presentation 
should include separate worksheets 
on each product. Each worksheet 
should show 

1. The present sales picture 

2. The outlook, or objective, for 
sales next year 

3. The proposed program of ad- 
vertising support 

4. Explanation of each sales po- 
sition to point up soft spots where 
advertising is necessary 

G. Reed Schreiner, director of ad- 
vertising, United States Steel Co., 
exhibited one such worksheet used 
by USS. Robert P. Wagner, man- 
ager, advertising and sales promo- 
tion, apparatus division, Westing- 
Corp., followed up 
with a skit and film on how to sell 


house Electric 


the budget to management 


Ads in business press are 
the most honest, Barton avows 


The most honest ad- 
vertising today is in the technical 


NEW YORK 


and industria] press, Bruce Barton, 
board chairman of Batten, Barton, 
Durstine & Osborn, told the Nation 
al Industrial Advertisers Associa- 
tion’s conference 

“Advertising is not perfect,” Mr 
Barton said. “Sometimes it is too 
extravagant and encourages men to 
live beyond their but so 


does matrimony; sometimes it is too 


means, 


garrulous, but so is the U. S. Sen- 
ate.” 

“Despite its faults, advertising is 
the spark plug on the cylinder of 
mass production. It is the essence of 
the democratic process. It is not by 
chance that there is no advertising 
worthy of the name in totalitarian 
countries. Dictators know that when 
freedom is to be destroyed advertis- 


ng must go.” 





CIAA hits $1,500 bonanza, 
wins two top chapter awards 


® NEW YORK Wealthier by $1,500, 
the Chicago Industrial Advertisers 
Association walked away from the 


National 


Association 


annual conference of the 
Industrial Advertisers 
carrying both of the first place 
awards for achievement by a local 
chapter 

CIAA won the 


award 


$1,000 annual 
donated by McGraw-Hill 
New York, for 


achievement in the 


Publishing Co 
outstanding 
field of industrial marketing” and a 
new $500 annual award by Traffic 
Service Corp., Chicago, for excellence 
of the chapter publication 

The $1,000 award went to CIAA 
for preparing and publishing a 
booklet, “Industrial Advertising 
How to Prepare for your Career,” 
designed to help high school and 
college students to point their stud- 
ies and extra-curricular activities 


toward industrial advertising ca- 
reers 

The book was based partly on re- 
sults of a survey of chapter mem- 
bers, seeking suggestions based on 
each member’s own business ex- 
perience. Educators and school vo- 
cational counselors served as ad- 
NIAA’s 34 other chapters 
will be offered the book at cost. Free 


copies will go to local schools and 


visers 


universities 

Second place winner of $500 was 
the Industrial Marketers of Detroit 
Ad-Analysis,” 


in which criticisms of members’ ad- 


for its 


continuing 


vertising campaigns are written 


Vinbury wins $1,000 award 
for showing advertising need 


® NEW YORK An award of $1,000 
was presented to Joseph T. Vinbury, 
advertising manager, New Britain- 
Grindley Div., New Britain Ma- 
chine Co., New Britain, Conn., “for 
the best documented presentation to 
management proving the need foi 
a specific advertising program, and 
showing how that program fills the 
need.” 

The new annual award was pre- 
sented by Robert B. Luchars, presi- 
dent, Industrial Press, New York, 


the donor, who said 


“The supposition that the sales 
promotion job can be done com 
pletely by the personal selling staff 
is a fallacy that arises chiefly from 
lack of first hand contact with field 
conditions and the consequent fail- 
ure to understand the serious weak 
spots in the front-line of even the 
best personal selling organizations 

“The job [for advertising men] is 
to assemble and present pertinent 
and thoroughly authenticated facts 
showing what must be done to keep 
pace with the fast-moving parade 
market requirements, per- 
develop- 


of new 


sonnel changes, product 


ments and competitors’ activities.” 


anonymously by advertising au- 
thorities. The criticism of each cam- 
paign is turned over to a moderator 
for discussion at a chapter meeting 
The “Ad-Analysis” has a 
list of advertisers wanting criti- 
cisms. IMD President Ivan A. Hor 
ton, advertising Morse 
Chain Co., accepted the award for 
the chapter 

Phillip J 
Advertising 
CIAA’s award-winning publication, 


waiting 


manager, 


Desmond, Armstrong 
Agency, editor of 
“Copy,” received an inscribed gold 
watch from Traffic Service. Henry 
Tymick, Buchen Co., Chicago, and 
CIAA past president, accepted the 
Traffic Service award and certifi- 


cate and Mr. Poor accepted the Mc- 
Graw-Hill check. 

The Industrial Marketers of 
Cleveland won the $250 second place 
award for chapter publications. H 
T. S. Heckman, copywriter at Re- 
public Steel Corp., and editor of 
IMC’s publication, “The IMC Re- 
porter,” received a gold watch. IMC 
President Richard P. Dodds, vice- 
president of Lang, Fisher, Stashow- 
er, accepted for IMC. 

Honorable mention went to the 
Rockford Industrial Marketers for 
its “RIM News,” Noel D. O’Daniell, 
advertising manager, Barnes Drill 
Co., and editor of Rockford’s pub- 


lication, also received a gold watch 
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Space Salesmen’s Paradise . . 


Simplicity. ‘improvement factor’ 
urged in industrial advertising 


@ NEW YORK Industrial advertis- 


ing men were urged by a top mz 
agement executive to follow the 


mprovement tactor principic ol 


more production for the same 


amount of human effort which 
has increased the nation’s manufac- 
turing output in recent years 


William F. Hufstader 
dent, General Motors Corp 


vice-presi- 
told the 
annual conference of the National 
Association 


Industrial Advertisers 


that just as industry has improved 
technology to boost production so 
should sales im- 
prove the 


sults. He 


tabulations in INDUSTRIAL MARKETING 


advertising and 
methods to increase re- 


cited advertising volume 


that industrial advertis ng 
las made progress 
the commercial and 
phases ~~ our 
have the means I 
ements that our production 
OSSeECS } 
harts and 
moving 
said 
some light on the sub 
article which appeared 
the August, 1950, issue of Inbv: 
TRIAL MARKETING. Between 1932 and 
1950 the volume of advertising ir I 
dustrial papers climbed tror 40.000 
pages to 201,510 pages To me, that 
indicates that industrial advertisers 
were out after business 
It seems sound to say that ex- 
penditures for plant and equipment 
are a step in the right direction, and 
generally should contribute to tech- 
So, there 


nological improvements 


may be some in the 


signilicance 


parallel between expenditures fo 


this purpose and expe nditures for 
industrial advertising 

If you believe that advertising 
is an economical method of s-lling 
you can take that as a good sign.’ 


Asserting that real improvement 


ist be preceded by management 
planning, he cited a large company 
that had called in its 20 leading 
salesmen tor a conference to help 
overcome a serious sales slump. The 
objective was to develop from the 
ideas of these ace salesmen a com- 
mon sales method for all company 
salesmen 

He said that the method was de 
veloped ar 1 used and that t 

ed sales because it was practi al 
is mple So if you are to de- 


elop the mprovement factor 
concluded you rt 
ter suggestions than these 


make it 


certain that if 


practical and (2) 
We can be 
simple program it will be unde: 
stood. If it is understood t will 
come that much closer to being car- 


eda out 


Survey of suppliers shows 
inquiry follow-up is bad 


Advertising and sales 
J.S 


® NEW YORK 

ve without each other 
apparatus advertising mar 

‘ General Electric Co., said at 

1 panel session discussion about in- 


egrating advertising with sales 
Mr. Smith illustrated sales-adver- 
tising co-ordination with two uni- 


ding in tandem order, oné 


ep! x the saies department 
the other representing the advertis- 
ing department. Lack of co-ordin- 
ation was shown as the riders broke 
wut of tandem, each going h 
Lack of co-ordination is the re- 
ilt of poor planning, poor commun- 
ns between departments 
lain stupidity, he said 


Citing an example of poo sales- 

advertising co-ordination, Mr. Smith 

told of his own experiences with a 

oup of 25 suppliers who were lax 

responding to his company’s in- 
es 


We had our purchasing depart- 


ment make a test by sending out 


nquiries on items in which they 
were interested to 25 companies in 
the Chicago area, in answer to vai 


“Three of 


the companies never did respond 


ous ads,” he explained 
some took 39 days to reply only 
two bothered to send salesmen.” 

‘office boy” ad 
“You 


just can’t get a balanced and co- 


Warning against 
nanagers, Mr. Smith said 
ordinated operation, if advertising 
s far below the status of the sales 
undersized 


department. You get 


budgets, poor planning, interference 


vith creative thinking.” 


Pictures 





Strange case of Mr. Surmise 


bares evidence of ad results 


® NEW YORK Industrial advertis- 
ing managers can’t expect top man- 
agement to approve and back up 
their efforts unless the effective- 
ness of advertising can be proved 
This was the moral of the story be- 
hind “The Case Against Mr. Sur- 
mise,” a mock trial staged by the 
Industrial Advertising Association 
of New York, at NIAA’s 29th na- 
tional conference 

The “case” 


based on the charge that he dissi- 


against Surmise was 


pated his advertising funds waste- 
fully and without tangible results 
that he obtained this money by un 
supported claims . . and that he fail- 
ed to set up proper safeguards 
The first Gordon 
Price, account executive, Marschalk 
& Pratt Co., who told of the success- 
ful campaign by Alcoa 
Division of Aluminum Co. of Ameri- 
Alcoa 
well-known as Alcoa 


Mr. Price introduced evidence prov- 


witness was 


Chemical 


ca to “make chemicals as 


aluminum.” 


ing 4,000 inquiries from a single ad 


and a 12-month sales increase 
83 higher than the estimate made 
when the campaign started 

Arthur H. Dix, 
Conover-Mast Publishing Co., pre- 


telling how 


vice-president, 


sented a case history 


Powder Co. found new 
markets for Hercocel cellulose ace- 


tate. In 1950, two-thirds of Herco 


Hercules 


cel’s sales were to one market. Mr 
Dix told how direct mail was used 
to increase sales five times while at 
the same time widening the market 
so that only one-seventh of sales 
were in the market which original- 
ly monopolized sales 

Third witness was Angelo Vene- 
zian, assistant to director of adver- 
tising, McGraw-Hill Publishing Co., 
who told of General Electric’s suc- 
cessful use of advertising to reverse 
a downward trend in acceptance of 
GE’s distribution 
which had resulted from a wartime 


transformer, 


reduction of advertising 

Witness number four was Schuy- 
ler Hopper, president, Schuyler 
Hopper Co., 


based on a campaign by 


whose evidence was 
United 
Laboratories, a floor surfacing com- 
pany, to increase the number of cus- 
tomers in the railroad field and 
at the same time prove results that 
other fields 
Hopper said that in two years, the 


could be applied to 


number of customers in that field 
had increased from 13 to 57 with 
a dollar volume increase of 645% 
The fifth and last 
Bernard Dolan, manager of 
and advertising, Peter A. Frasse Co 
He told of a system developed by 


witness was 


sales 


Towmotor for tracing and process- 
ing inquiries resulting from ads. 
The system, he said, placed good 
leads in the hands of salesmen 24 
hours after they were received. 

The trial ended with Surmise 
switching to a plea of guilty, and the 
judge suspending sentence on the 
condition that “along with every 
campaign plan or copy theme, a pro 
cedure for measuring its effective- 
ness be included.” 

Members of the cast were Frank 
Surmise, played by Doug William- 
son, advertising manager, American 
Hard Rubber Co.; his 
Y. Audit, Fred Luna, 
manager, Anaconda Wire & Cable 
Co.; Will B. Shone (Surmise’s boss), 
Adin L. Davis, president, Controlled 
Circulation Audit; Shone’s attorney, 
I. Q. Faxworth, John DeWolf, ac- 
count executive, G. M. Basford Co.; 
the judge, Robert Barbour, adver- 
tising Bakelite Co.'s 
Thermosetting Dept.; and court at- 
torney, Harry W. Smith Jr., 
dent, Harry W. Smith, Inc 


lawyer, G 


advertising 


manager of 


presi- 


Publicity needed to inspire 
t confid : Dolson 





® NEW YORK How to get and use 
publicity information on industrial 
products and services was discuss- 
ed by a four-man panel headed by 
Charles McDonough, vice-president 
and publicity manager, Combustion 
Engineering-Superheater, Inc., New 
York 

Discussants included J. W. Dol- 
son, industrial advertising manager, 
Hercules Powder Co., Wilmington, 
Del.; Elmer Walzer, financial editor, 
United Press Association, New 
York; Thomas C. Campbell, editor, 
Iron Age, New York; and Harry 
W. Smith, Jr., Harry W. Smith, Inc., 
New York 

Mr. McDonough said that confi- 
dence in a company name is prob- 
ably the most valuable asset a com- 
pany can have, particularly in the 
industrial field. 

Discussing limitations of publici- 
ty, Dolson said, “You cannot con- 
trol news, like you control the word- 
ing of a paid advertisement 
Some news may be unfavorable 
you have to take the bitter with the 
better.” 

Mr. Walzer told how publicity was 


evaluated by press services 
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New exhibit bureau releases 
first industrial show audit 


® NEW YORK The new Exhibits 
Attendance Audit Bureau has re- 
leased its first trade show audit re- 
port, which had been held under 
wraps for many months during 
which even the name of the audited 
show was kept secret (IM, April) 

The audited show was the Radio 
Engineering Show held at the 
Grand Central Palace in New York 
March 19-22. Charles D. Scott, Gen- 
eral Electric Co., Schenectady, N 
Y., released copies of the report at 
a trade show panel at the National 
Industrial Advertisers Association's 
annual conference 

The four-page report gives com- 
plete information on attendance, in- 
dustry classifications, vocational and 
functional titles, geographical dis- 
tribution and other data sought by 
exhibitors. Show attendance of 22, 
919 buyers was broken down into 
such classifications as management, 
operation, engineering design and re- 
search, maintenance, sales and ad- 
vertising, purchasing and other per- 
sonnel. Many of these groups were 
further divided into subclassifica 
tions 

The bureau is sponsored jointly 
by NIAA, the Exhibitors Council 
and the Association of National Ad- 
vertisers 

A jarring note was the announce- 
ment by one show that it would not 
allow itself to be audited by the bu- 
reau. Appearing on the trade show 
panel with Mr. Scott, C. F. Roth, 
International Exposition Co., said 
frankly that International would 
decline a bureau audit because for 


35 years the company has made its 


own audit which, he alleged, gives 
far more information than is con- 
templated by the bureau audits. He 
said that the company was convinced 
that it could better serve exhibitors 
by continuing its own audits 
Moderator of the panel discus- 
sion was William F. Weimer, ad- 
vertising manager, Rockwell Mfg 
Co., Pittsburgh, chairman of the 
NIAA committee on show exhibits 





Conover tells how advertisers 


transmit needed data fast 


® NEW YORK Industrial advertisers 
now must give their customers the 
kind of technical information that 
will help them get more production 
and more service out of their present 
equipment, Harvey Conover, presi- 
dent, Conover-Mast 


asserted in a panel discussion of de- 


Publications, 


velopments in business paper adver- 
tising 

He cited a list of advertisers who 
are giving industry the facts it needs 
of this kind. Crane Co., 


presently 


he said, is 
advertising a series of 


training manuals to teach green 
workers how to operate and service 
valves. Bassick is advertising vari- 
ous applications of casters for greater 


Gould Bat- 
teries shows users how to extend 


productivity in plants 
the life of batteries now in use. 

Norton Co. has an educational 
series on grinding operations in all 
kinds of work. Alcoa offers manu- 
facturers technical manuals on fabri- 
cating aluminum. 

General Electric has run hundreds 
of ads offering technical information 
on all types of GE equipment. Ana- 
conda Wire & Cable Co. emphasizes 
inspection and maintenance of power 
line cables 

Paul C. Bunker, advertising man- 
ager, Foxboro Co., stressed the im- 
portance of re-examining how ad- 
vertising messages are being dis- 


tributed to get maximum results 
with the least waste 

Edwin L. Andrew, executive vice- 
Fuller & Smith & 


said that more than ever campaigns 


should seek to ideas that 


president Ross 
impart 
will help the industrial buyer to get 
the right goods and services in a 
confused market 


M. J 


ing manage! 


Phillips, assistant advertis- 
Nic kel 


Co., who presided et the panel, said 


International 


that higher advertising rates are 
likely because of higher production 
costs and postal rates. He suggested 
careful study before cutting adver- 
tising budgets, and warned against 
forgetting the results of the “repeat 
ad” study 

Philadel- 


phia advertising managers discussed 


In another ,»anel, four 
advertising in a defense 
Douglas C. Miner, advertising man- 
ager, E. F. Houghton Co., said that 


economy 


Wives Go to Sea . . whi 


the company’s campaign is aimed 
at acquainting customers and sales- 
men with government orders and 
requirements under the defense 
program 


John W. Reinhardt, 


manager, Proctor & Schwartz, said 


advertising 


that his company was doing a sim- 
ilar job with publicity and advertis- 
ing in textile journals designed to 
help customers interpret govern- 
ment regulations and offering aid in 
getting orders for P&S textile ma 
chinery covered by defense order 
ratings 

Edward Siefken, advertising man- 
ager, Quaker 


that a Quaker campaign is offering 


Rubber Corp., said 
a brochure telling practical ways to 
extend the life of industrial rubber 


products 


Six guides to catalog design 
listed by Dan Smith 


@® NEW YORK The advertiser de- 
signing his catalog must be guided 
by six questions in order to fill the 
proper design function of making 
information easy to find, easy to 
read and easy to understand, Dan 
Smith, art director, Poole Brothers, 
Chicago, told the National Indus- 
trial Advertisers Association con- 
ference 

The questions, he said in a panel 


discussion of catalogs, include (1) 


Does the front cover quickly identi- 
fy the products and the manufac- 
turer? (2) Does your catalog in- 
clude a system for locating desired 
information easily and quickly? (3) 
Is the catalog in clearly defined sec- 
tions and visual units? (4) Are vis- 
ual techniques used in place of 
wordy texts? (5) Is the information 
so developed that it promotes prod- 
uct selection, and (6) Does the cat- 
alog suggest the next buying step? 

Fred Jackson, advertising man- 
Providence, R. L., 
offered advice for those planning to 


A 17-point don’t 


ager, Grinnell Co., 


produce catalogs 
list included 
Don't underestimate the cost 
add 50 for contingencies and 
emergencies 
Don't expect much help on de- 
tails from anyone 
Don’t decide on design, or or- 


ganization of material until you 


know 


your catalog 


exactly what must go into 


Don't set type until you have 


pienty of signatures alterations 
are expensive 
Don't run out of old catalogs 
while you are printing the new one 
B. V. Jones, advertising manager, 
Link-Belt Co., 


warned that a common fault of the 


who led the panel, 


catalog is to write it from the engi- 
neer’s point of view, but not neces- 


sarily from the customer's 
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40 NIAA chapter officers 


exchange ideas on programs 


The National Indus 


trial Advertising Association's an- 


S NEW YORK 


nual breakfast meeting for chapter 
top brass saw more than 40 chapter 
officers reverse their previous prac- 
discussion and 


tice of unlimited 


stick to two subjects: improvement 
oft chapter programs and ways to in- 
ase membership 


B. Montague 


opment 


Market Devel- 
United States 


newly 


Division 
Steel Co and 
NIAA vice-president, said that na- 


re-elected 


tional headquarters would initiate 


a “clearing house” service designed 
to advise chair- 


chapter progran 


men of the availability of good 
speakers 


The service 


early in July 


scheduled to start 
will not only identify 
speakers, but will also tell in some 
detail, the subject covered by each 

Joe H. Serkowich, 
manager, R. G. Le 


Peoria Iil., 


gram chairmen 


advertising 
Tourneau, In« 
said that chapter pro- 


could help each 


other greatly by exchanging brief 


synopses or outlines of speakers’ 
addresses after each month's meet- 
ings. The synopses would help the 
program chairman to discover and 
obtain outstanding speakers at other 
chapters, he said 

C. B. Riemersma, Architectural 


Record 


chairmen not to lean too heavily on 


Chicago, warned program 
assistance from national headquar- 
ters, or other chapters 

NIAA Past President Bennett S 
Chapple J: asst 
United States Steel Co 


vice president 
Pittsburgh 
urged chapters to avoid planning 
meetings on a hand-to-mouth basis 

Chairmen who are always 
scrambling at the last minute to line 
up the next program irvariably 
will find themselves in trouble. It is 
best to plan at least two or three 
meetings ahead,” he said 


Dana Jones Co 


explained how the Los Angles chap- 


Jones, 


Crofton 
ter followed an unusual plan where 
two or three of the chapter's offi- 
cers were @ac h responsible for two 
or three meetings, thus minimizing 
the load for any one man 

Telling of the Newark, New Jer- 
recent 


sey chapter's success in a 


Elliot Charlop 


membership dr ive 





advertising and promotion 
Blickman, Inc., Wee- 


advised membership 


saies 
manager, S 
N. J 


chairmen to overhaul mailing lists 


hawken 


Names ol prospective members can 


be obtained from customer lists of 


printers, engravers and business 


paper space representatives, and 
from circulation lists available from 
the advertising press, he said 
Henry W. Tymick, vice-president 
Buchen Co 


Chicago, presided 


Readership foundation 





between inquiries, readership, and 


sales? 

What are the best ways to deter- 
mine an advertising budget”? 

What are the most effective in- 
dustrial advertising media? 


How effective is industrial ad- 


vertising in foreign markets? 

[A detailed report on the founda- 
tion and its plans will appear in 
the August issue of INDUSTRIAL MAR- 
KETING. } 

Another move in the research di- 
NIAA's 


for appointment of a committee to 


rection was authorization 
study the federal tax structure and 
its relation to advertising and to in- 
vestigate advantages and disad- 
vantages of a plan proposed by G. D 
Crain, Jr., 


MARKETING, calling for 


publisher of rnpuUSTRIAL 
“a change in 
federal tax laws to permit advertis- 
ers to set up a reserve fund for ad- 
vertising in years when business is 
good, to be spent for promotion 
(See “Top 


Management Forum,” p. 52.) 


when business recedes.” 


Research data of another type was 
by McGraw-Hill Publish- 


ing Co. in a film summarizing results 


given 


of the combined readership studies 
of 18 leading industrial advertisers. 
Findings, based on 42,800 question- 
naires returned out of 198,000 mail- 
ed out in 102 industries, included 

1. Industrial executives read busi- 
than general 


ness papers more 


magazines 

2. It costs less to reach industrial 
buyers through business papers than 
through magazines 

3. You are justified in concentrat- 
ing in one of two leading papers in 
a field because any additional, non- 
overlapping circulation you get in 


secondary publications is slight 


Carboloy., Du Pont, Hercules 


win new ‘Topper’ ad awards 


@ NEW YORK The new “Topper” 
awards for the outstanding indus- 
trial campaigns of the past year 
went to Carboloy Co., Detroit; E. L 
Du Pont, Wilmington; and Hercules 
Powder Co., Wilmington 

Silver plaques, sterling silver key 
medallions 


chains and were pre- 


sented by the National Industrial 
Advertisers Association at its an- 
nual conference to advertising man- 
agers E. C. Howell of Carboloy, 
R. C. Sickler of Du Pont and Philip 
A. Belk of Hercules 

The three companies were among 
26 industrial advertisers receiving 
awards for 30 campaigns selected 
from 300 entries in NIAA’s annual 
industrial 


advertising competition. 


Winners in ten classifications 


Introduction of a new product. . 


Broadening of market. . 


sla 


Create demend for products of your immedi- 
ate customers . . A r fA ? 


Ix 


Offering engineering or technical service . 


Improving dealer and distributor relations 
os el § Dees sie. Tr x 


‘ wrk ¥ 


Exploratory advertising . . 


Improving relations in plant community . . 


ar 
: 3 yew | x 


Improving company public relations 


27Taw mir New x 


Holding existing markets in times of short- 
ages .. ju Por Warner & Swasey 


rk 





IT’S A 4-TO-| FAVORITE / 


GUS) boot CHEMICAL ENGINEERING 
a) FOR MATERIALS HANDLING MARKETERS.... 





“THE FRANK G. HOUGH CO. uns Lone RECOGNIZED 
THE IMPORTANCE OF THE CHEMICAL PROCESS INDUSTRIES IS 
A MARKET FOR MATERIALS HANDLING EQUIPMENT, “SAYS 


RAYMOND P WIGGERS, apverrising MGR." THANKS 
TOACONTINUING SALES EFFORT AND A CONSISTENT CAMPAIGN 
in CHEMICAL ENGINEERING tHousanns OF our PAY= 
LOADERS are USED THROUGHOUT THE MANY BRANCHES 


oF THECP/. C.E.HAS PROVED AN EFFECTIVE MEDIUM FOR 
REACHING THE BUYING POWER OF THIS VAST INDUSTRY. ” 











WITH ALMOST 50% & 
OF ALL MATERIALS HAND- 
UNG ADVERTISING IN 
PROCESS PUBLICATIONS 
IN 1950, C.E. CARRIED 
138 PAGES . MORE THAN 

ANY FOUR OF ITS 
COMPETITORS COMBINED 








f OF YOUR PRODUCT 
story. C.E. is READ 
H BY MORE PRODUGTION- 
SE) PLANT OPERATING MEN 
Bi THAN ANOTHER CHEMICAL 
PROCESS MAGAZINE .... 
MEN WHO BUY AND SPECIFY 
IN AMERICA’S FASTEST- MATERIALS HANDLING 


GROWING MARKET; AND EQUIPMENT / 


THE CP/ NEEDS MORE 
CONVEYORS, CRANES, 
INDUSTRIAL TRUCKS... 
MATERIALS HANDLING ‘oOk 

















EQUIPMENT OF ALL KINDS 
10 MOVE ITS BIGGEST 
PRODUCT LOAD EVER... 
AN ESTIMATED $47.5 A. MeCeaw-Htll Pubbeatien 
BILLION IN ‘Sl. 330 West 42nd. Street, New York 18, N. Y. 
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Since the NIAA met in 


what has 


.....TO INDUSTRIAL ADVERTISING? 


Since 1939, membership of NIAA has increased 204% — from 
1.200 to 3.650. 


This is a clear demonstration ef the growing importance of 
industrial advertising and evidence of management's increasing 


awareness of this powerful tool. 


In the 12 years since NIAA last met in New York. industrial 
advertising has broadened its horizons tremendously. More and 
more companies have given their advertising important expanded 
jobs to do in selling to those who use industrial products . . . 
helping these users sell their customers . . . explaining the 
philosophies which guide America’s industrial might and what 


this means to the total national economy. 


Thus, without sacrificing the hard-hitting. factual strategy 
that established the value of industrial advertising. 
that advertising today does a bigger job. a better job. and a 


more complete job than ever before. 


An advance in any field especially in the field of advertising 

is the net result of progressive leadership by interested 
organizations and individual members. Both NIAA and the men 
who compose it have forged the development of new and greater 
uses for industrial advertising. new and more powerful techniques. 


and have achieved new and greater results. 


THE WALL STREET JOURNAL 
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New York in 1939 


happened 


....TO THE WALL STREET JOURNAL? 


Since the NIAA met in New York in 1939, an entirely new force 
in business information and business selling has been developed 
The National Business Daily. 


Its basic service is to provide complete, accurate reporting and 
interpretation of all vital business news; to distribute it nationally 


on a daily frequency. 


How has the business man responded to The National Business Daily? 
Since 1939 The Wall Street Journal's circulation has multiplied almost 
7 times . . . from 31.452 to over 200,000. And today 69.1% of The 


Journal’s subscribers are in the fields of industry and commerce. 


Advertisers in steadily increasing numbers have recognized the vitality of 
The Wall Street Journal’s news content and the sure contact 

this provides with their choicest business prospects. Linage since 1939 
has nearly tripled, while the cost of reaching 1,000 Wall Street Journal 
subscribers today, with an advertisement of any given size, 


has gone down 60.6%. 


As for effectiveness... ask to see The W all Street Journal's file of 
advertising success stories. It offers convincing evidence of what can 
happen when you tell YOUR sales story to able-to-buy readers who want 
the best information about business, including information about 

your product or services. 

In 1951 ... more than ever before . . . if you advertise to business. 

The Wall Street Journal should head your list. 


Published at 


44 Broad St. 12 E. Grand Ave. 415 Bush St. 911 Young St. 
New York 4, N. Y. Chicago 90, Ill. San Francisco 8, Calif. Dallas 2, Texas 
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employe communications 


public relations 


The Acctal 


‘ 








Management 
tells success 
of company 


publications 


® TOP MANAGEMENT in the industrial 


field has found the employe pub- 
lication vital in keeping modern in- 
dustry working smoothly, a survey 
by INDUSTRIAL MARKETING shows 

To find out 
is accomplishing with its employe 


what management 
publications and what management 
thinks INDUSTRIAL 


MARKETING asked pointed questions 


about them 
of the presidents and board chair- 
men of six companies with sutcess- 


ful communications programs 


by Robert Newcomb 


and Marg Sammons 


The executives, listed alphabeti- 
cally by company, included Carleton 
H. Greenewalt, president, E. I. du 
Pont de Nemours & Co., Wilming- 
ton; General Brehon H. Somervell, 
Koppers, Pittsburgh; 
Walter H. Wheeler, president Pit- 
ney-Bowes, Stamford, Conn.; Harry 
president, Pittsburgh 
Plate Glass Co., Pittsburgh: J. P. 
Seiberling, president, Seiberling 
Rubber Co., Akron, O.; Dr. Robert 
E. Wilson, chairman of the board, 
Standard Oil Co. (Indiana), Chica- 
go; and Reese H. Taylor, president, 
Union Oil Co. of California, Los An- 


geles 


president, 


B. Higgins 


The questions 

t. What do you feel your employe 
publication accomplishes? 

2. Can you point to any tangible 
proof of results? 

3. Do you consider communica- 
tions with employes more important 

less important than five years ago? 

4. Do you feel that the Korean 
war and the possibility of conflict 
with Russia has caused a tightening 

1 the labor supply? If so, is this re- 
flected in any policy change so far 
1s your employe publication is con- 
cerned? 

5. Are you broadening your com 
munications program to include ad 
ditional devices of communication 
the bulletin board, indoctrination 
nanual, open house, employe group 
meeting or do you already have 
these” 

6. What is your feeling about the 
so-called national free enterprise 
campaigns, as opposed to local level 
efforts made by employers to reach 
their own employes? 


The answers, in summary 


At Seiberling Rubber . . President 
Seiberling has distinguished himself 
in the field of employ? communica- 
tion by calling the shots as he sees 


Industry's relations with 
Employes / Stockholders 
Distributors / Suppliers 


Neighbors 





them. Two years ago he reported 


that his company had gone in the 
red for the period just past, and 
used the company publication to tell 
employes of ways in which the com- 
with 


the help of the employes. The com- 


pany could go into the black 


pany went into the black 

Replying to IM’s questions, Mr. 
Seiberling found results hard to 
measure, but he believed that “the 
general attitude of our employes is 
much better than if we did not have 
our employe publication. We made 
found that 


readership tests and 


more than 90° of our employes read 
everything in the paper.” 

Mr. Seiberling believed that com- 
munications with employes are at 
least as important now as five years 
employes,” he said, 
working 


ago. “Our 
“worry about their jobs 
hours and security. We can answer 
many of their questions, and it is 
important and to our advantage 
to do so.” 

Observing the Korean situation has 
brought a tightening in the labor 
supply in the Akron-Barberton area, 
he said 

“The only 
tion policy is to guard against violat- 
regulations. We 


change in our publica- 
ing any security 
are continuing to tell as much as 
possible that will be helpful to our 
employes, and which will permit 
them to feel secure in the jobs here.’ 

Seiberling Rubber is not broaden- 
ing its program particularly, but at 
present is using most of the major 
devices of employe communication. 
The company makes extensive use 
of foremen training meetings in the 
belief that supervision, as the “first 
echelon of management,” is the best 
medium of communication with em- 
ployes. Regarding national cam- 
paigns, the company feels local level 


not be- 


cause there is anything untrue about 


efforts are “more effective 





ve your product all +ne breaks... 


sell it from a REMINGTON RAND binder 


loger is best for sales catalogs that expand. Holds 


20,000 American physicians who need fracture 
appliances now find it easy to order them from 
DePuy Manufacturing Company—since this firm 
has sent out 20,000 catalogs, enclosed in attractive, 
economical binders like the one above 

The job of a catalog binder is to help sell your 
product. Remington Rand offers the widest variety 
of binders ever found under one maker’s name 
so that for each of your specific needs you can find 
the binder which makes it easy for your customer 
to buy 
A FEW OF YOUR CHOICES. Lev-L-Lok is ideal for 
Cata- 


sales presentations—it stays flat, ‘“‘no hands.” 


SALEMASTER 


as many as 1000 sheets and lets them lie flat! 

Salemaster “multiplies your best salesman”... 
combines a flat-reference catalog with a visual sales 
presentation on a built-in easel. With Tri-Lock you 
no longer have to choose between compression and 
flat-reference; Tri-Lock gives you both. 

Para-Prong binders save inches in overall size, 
yet hold many more sheets per inch than any stand- 
ard ring binder. We also make special binders for 
many special purposes. Get the facts on these ver- 
satile selling aids. Send the coupon for Booklet LL 
172 — today. 


Remington. Bland 
Management Controls Reference Library 
Room 1248, 315 Fourth Ave., New York 10 
Yes, I would like a copy of Booklet LL 172 

NAME 

rirmm 
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eT Lee. 


BOEING'S 8-47 STRATOJET V 


No. 1 bomber in 
speed. At takeoff, its six turbo jets com 


bined with its 18 JATO bottles produce 
over 49,000 


lbs of thrust to 


hurl this 
sixty-ton giant into the air 





ere’s only one No. 1 


in Metalworking 


The IRON AGE gives you the highest 


advertising power of any metalworking medium . . 


97% provable buying power coverage 


We guarantee to deliver 97°, buying 
power coverage of your best customers 
and prospects . . . the greatest metal- 
working market strength ever demon- 
strated by any publication anywhere— 
business paper, executive magazine or 
newsweekly. Walk into our New York 
office. Ask to see our census files of 19,000 
IBM cards, one for every metalworking 
plant of 20 or more plant workers. Pour 
them into the IBM machine yourself. 
Run them off any way you want to... 
matching The IRON AGE’s coverage 


against their size, industry division, prod- 


uct, manufacturing operations, or any 


combination peculiar to your business. 
See for yourself the big reason why more 
advertising was placed in The IRON AGE 
the first quarter of this year than in any 


other magazine! 





... IN PLANT COVERAGE 
.. IN WEEKLY CIRCULATION 
.. IN READERSHIP SURVEYS 
.. IN MARKET COVERAGE 
. IN ADVERTISING VOLUME 


No. 1 in Metalworking... 
America’s No. 1 Market 


iron Age 


THE ONLY ABC METALWORKING WEEKLY 
A CHILTON PUBLICATION, 100 E. 42nd ST., N.Y. 17, N.Y. 
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NeEeWs 


of industrial sales and advertising 


Upholds verified circulation 


Riddle says controlled papers 
must mot worry over possible 


less than 100°. verification 


® HOT SPRINGS, VA Publishers of 


controlled circulation publications 


should stop worrying about two 
possible consequences of the pro- 
vision for reporting verified con- 
audit state- 


National 


trolled circulation in 
ments, members of the 
Business Publications were told at 
their annual spring meeting 
George W. N. Riddle, media di- 
General Electric Co., Sche- 
N. Y., and vice-president 
Controlled Circulation Audit, said 


rector 


nectady 


that the first possible consequence 
feared by some publishers is that 
advertisers will look askance at any 
report showing 60 or 80 or any- 
thing substantially less than 100 
veriniication 

This fear, if well founded, is 


ious indictment of both the 


capacity and the integrity of space 
buyers generally, and one which I 
am not quite prepared to accept,” 
‘I do not believe that buy- 
ers generally will arbitrarily assume 


he said 


that par for the course in one field 
should necessarily apply to ail fields, 
or that par for a circulation list of 
10,000 names should be applied to a 
list of 100,000 names 

I think we are capable of appre- 
ciating that it is easier to obtain 
positive verification of name, address 
and occupation in some fields than 


it is in others. Certainly one can 
note several areas in which buyers 
seem willing to accept less than 
100 We continue to buy less than 
100° coverage, less than 100° buy- 
ng influences, less than 100° sub- 
scription renewals. Why should it 
be feared that we shall condemn 
anything less than 100% verifica- 


A sec ond 


he said, is that some publishers may 


possible consequence, 


Study ways to establish 
national tf club of salesmen 


@ NEW YORK Directors of the tf 
clubs of New York, Chicago and 
Cleveland have appointed a commit- 
tee to study advantages and possible 
objectives for establishment of a 
national association of tf clubs to 
represent salesmen of audited busi- 
ness publications 

The committee will prepare a plan 
of operation and a set of uniform 
by-laws for present and future tf 
clubs. At a meeting in New York, 
directors of the three present clubs 
elected these officers for the group: 

President, Dick Tope, vice-presi- 
dent. Sutton Publishing Co., Cleve- 
land: vice-president, Granville M. 
Fillmore, Gardner Publishing Co., 
New York: and secretary-treasurer, 
R. H. Irvine, Thomas Publishing Co., 
Chicago 


Lists five requirements 
of today’s industrial ads 


® sT. LOUIS Five requirements of 
industrial advertising during mobili- 
zation were listed by G. D. Crain, 
Jr., publisher of INDUSTRIAL MARKET- 
inc and Advertising Age, at the in- 
dustrial session of the 47th annual 
convention of the Advertising Fed- 
eration of America 

He said the industrial ad must: 

l. Be factual and 
complete 

2. Tell availability of product 
how and where it may be obtained. 


informative, 


3. Give product maintenance in- 
formation or offer booklets contain- 
ing such data, wherever possible 

4. Be supported by catalogs, tech- 
nical literature and _ instruction 
manuals that will aid in training new 
workers and refresh experienced 
hands assigned to new tasks 

5. Work for sales, thereby aiding 
buyers whose needs must be met if 
the U. S machine is to 
work at full power 

“Purchasing for war production 


military 


makes greater demands on industrial 
advertising as a vehicle for dissem- 
ination of factual information than 
advertising may be accustomed to 
supply,” he said. Industrial adver- 
tisers, to meet increased demand for 
information, must be more alert than 
ever to the purchaser's needs, Mr. 
Crain observed 





ICE-COLD 


Learn new ways for PF decals to sell your products! Send for 16-page booklet, 


DECAL-WAYS TO SALES, plus samples of PF decals. See the brilliant color 


reproduction, the ease of application. Remember, PF decals are tailormade — special 


decals can be designed for best service on your product;. 


art services, consultations and estimates without obligation. 
Address Dept. IM7, 220 West 42 St., N. Y. 18, N.Y. 


PALM. FECHIEFEEFR A CO. 


NEW YORK ° E. LIVERPOOL, OHIO 7 CHICAGO 











OVER 
200.000! 


That is the present circulation 
of The Wall Street Journal eee 
over 200.000 executive sub- 
seribers fror t-to-coast who 
do more than read the national 
business daily. They act on what 
they read in The Journal! 


Why? 

The Wall Street Journal has the 
world’s largest business news 
gathering «taff: 20 fully staffed 
news bureaus in key cities here 
and abroad. The Journal ha« 
the largest private wire system 
mainte 1 by any individual 
newspaper or magazine. It also 
has the services of all the great 
press associations... AP, UP, 
INS and Reuters. 

Businessmen need a publica- 
tion that is authoritative, relia- 
ble and comprehensive. That is 
why business has turned more 
and more to The Wall Street 
Journal. Each dav The Wall 
Street Journal news organiza- 
tion originates and presents the 
balk of business news across the 
country. 

Today, more than ever before 
IF YOU ADVERTISE TO BLSI- 
NESS. THE WALL STREET 
JOURNAL SHOULD HEAD 
YOUR LIsT. 


THE WALL STREET 
JOURNAL 


published at: 
NEW YORK CHICAGO 
44 Broad St 12 E. Grand Ave 
DALLAS SAN FRANCISCO 
911 Young St 415 Bush St 








Verified circulation 





resort to use of premiums to obtain 
veriications 

“My answer to that is, if you find 
t pays to use premiums, go right 
ahead,” he asserted. “We are seek- 
ing to establish the correctness of 
certain factual data a name, an 
address, a title, a type of business. I 
cannot see that a premium offer to 
obtain that data will make it any 
less correct 

In a panel discussion of another 
onference session, seven advertis- 
ing executives criticized promotion 
by business papers as uninteresting, 
uninformative and undocumented 

Paul Bunker, advertising manager, 
Foxboro Co., Foxboro, Mass., de- 
clared that the average business 


paper publisher is a “Mr. Spleen,” 


who spends most of his time and 


effort answering the arguments of 
his competitors 

William H. Schink, media director, 
G. M. Basford Co., New York, 
averred that just comparisons of 
data supplied by publications will 
not be possible until they achieve 
uniformity by adopting the classifi- 
cations of the Bureau of the Census 

Although conceding that much 
business paper promotion is good, 
panel members said there is much 
bad and cited such other promotion 
deficiencies as (1) washing dirty 
linen in public, (2) overemphasis ‘of 
leadership in circulation and adver- 
tising and underemphasis of reader- 


ship and editorial vitality, and (3) 
widespread failure to present data 
on the standardized NIAA media 
data forms, which the speakers be- 
lieved facilitated allocation of ad- 
vertising to sales territories 

Panel moderator Bennett S. Chap- 
ple, assistant executive vice-presi- 
dent, U. S. Steel Co., Pittsburgh, 
and past president, National Indus- 
trial Advertisers Association, urged 
publishers to do more research of 
immediate value to advertisers. He 
described the NIAA project for the 
formation of a research foundation 

Other panel participants were M. 
J. Phillips, assistant advertising 
manager, International Nickel Co., 
New York; Gene Wedereit, adver- 
tising manager, Tube Turns, Louis- 
ville; William J Staub, Fuller & 
Smith & Ross, Cleveland; and Paul 
M. Cramer, media director, Gris- 
wold-Eshleman Co., Cleveland 

At other sessions, NBP President 
Russell L. Putman, decried govern- 


ment policy that allows price 


increases based on higher factory 
production costs but not on increased 
advertising costs 

Nelson B. Wentzel, assistant ex- 
ecutive director, Bureau of Finance, 
U. S. Post Office Department, said 
that curtailment of postal service, 
irksome to business, resulted from 
failure of Congress to make adequate 
appropriations 

Prior to the Hot Springs sessions, 
NBP met with government agencies 
in Washington to discuss the stabi- 
lization program. A similar session 
on controls was held at Hot Springs 
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PAVING THE WAY; WITH A PACKAGE! 


FOR the first time in the history of highway construction the 
Blaw-Knox Co. of Pittsburgh made it possible for a contractor 
to buy all his paving and batching equipment from one source 
in one package. Telling the contractor about the Package and 
Blaw-Knox Road Construction Equipment became our job. 


There is no industry like the Construction Industry—it is 
truly different. It is neither service nor is it manufacturing — 
yet in a sense it is both. Its people are closely knit together and 
selling them involves the consideration of habits that occur in 
no other industry. 


Concentration on Industrial Problems and emphasis on, and 
long association with, such basic industries has given us a 


practical knowledge that can be tuned to your advantage 


whether selling to industry is your business or whether you 
are an industrial division of a large consumer business. 


Our organization is handling complete advertising programs— 
publication, literature, direct mail, publicity! The place to get 
the first part of the story is from the agency. Then ask our 
clients. Let us tell you what we can do! 
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RUSSELL T. GRAY, INC. 


205 West Wacker Drive, Chicago 6, Illinois 
Telephone CEntral 6-7750 


* 
ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 1917 
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HOW 


does business paper 


advertising affect 
product recognition? 


Should business paper advertising be curtailed 
maintained —or increased during today’s econ- 


omy? What has been the experience of other 
business paper advertisers? 

A new McGraw-Hill file-size folder contains 
12 brief, factual case histories of how various 
companies have used business paper advertising 
during normal and emergency periods, and shows 


the results in product recognition and sales. 


McGRAW-HILL 
PUBLICATIONS 


330 West 42nd Street, New York 18, N.Y 
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top management 


forum 





expense, to a bare minimum 

Consequently, the idea of deferring 
advertising funds would be attractive 
to most forms of business, whether 
they were in high-volume, profit- 
able operations or in low-earning 
operations. This is true because it 
would amount to reducing tax in the 
year when the advertising fund was 
set up, and would not be incurring 
expense chargeable against current 
operations in the year when the ad- 
vertising charges were made against 
the reserve fund 

It appears that such an idea as has 
been discussed by several different 
groups, while meritious, will be 
rather difficult to promote as a re- 
vision in the federal tax law. Un- 
doubtedly, those who have come up 
with this idea have in mind that 
their problem would have to have 
limits as to how many years in the 
future the reserve fund could cover 
at any one time, and as to how 
much advertising above current re- 
quirements could be charged, per- 
haps on a percentage basis, in any 
given period 

It may be that the advocates of 
this plan have in mind that the ad- 
vertising program of a company 
would have to be submitted for over- 
all approval, very much the same as 
job evaluation and rate increase 
plans needed to be approved during 
World War II in order that renu- 
meration to employes could be ad- 
justed in keeping with price and 
wage ceilings 

It is conceivable that if such a 
plan is incorporated into the fed- 
eral tax law, that there will be sub- 
sequent requests for other plans, 
perhaps to postpone maintenance, 
for example when a company is ex- 


ceedingly busy and help is short, 





@ What do you think of the idea of setting 
up reserve advertising funds? We'd like to 
know. Send your comments to the Editor 
Industrial Marketing. 200 East Illinois St.. 
Chicago 11. Ill 








and to perform the maintenance 
when help is available, business is 
slow, and profits, negligible 


William Mazer 


® Deferred advertising has a great 
deal to recommend it. It would tend 
to reduce the total amount of ad- 
vertising during those times when 
it is least needed, and least valuable 
to the economy 

While deferred advertising would 
not result in smaller appropriations 
and increased rever.ies for the gov- 
ernment, it would at least have the 
advantage of tending to put the 
money to work in those phases of 
the business cycle where it is most 
needed. From the narrow stand- 
point of our own company, this 
would unquestionably be of advan- 
tage to us 

But, we believe that deferred ad- 
vertising provides too great a com- 
petitive advantage to large adver- 
tisers and to firms in the excess 
profit tax brackets, as against the 
small business man. Firms such as 
ours would be enabled to build up 
substantial advertising reserves with 
which we could drive for increased 
business in those times when the 
total volume available to all con- 
cerns is contracting. Under these 
circumstances, small and new busi- 
nesses would find it even more dif- 
ficult to gain a position in the mar- 
ket. If we are to believe that legis- 
lation and our tax structure is to be 
built upon the welfare of all, we 
must oppose the idea of deferred 
advertising as being favorable to 


special interests 


General Electric Co. . . 


William H. Ho'ding . 


1951-1952 Gas Industry Projects 


e Construction Budgets of 63 Major Gas Companies who 
will spend $254,490,975 in 1951. 
16 Gas Transmission Companies who have set aside 
$786,394,640 for Pipelines; planned, authorized or 
under construction. 
Map of the U.S. showing location of current Pipeline 
projects. 
Cities scheduled to receive their First Natural Gas Serv- 
ice; listed by state and population. 


e Compressor Stations to be constructed or augmented. 


The annual market report by GAS, reprinted from the May 
Natural Gas Issue, presents sixteen pages of valuable and 
exclusive information on where and for what leading gas 
companies will allocate their expenditures for the next 
twelve months. 


WRITE FOR YOUR COPY TODAY 


GAS has the Largest Circulation in the 
GAS Industry—Identified for Buying 
Influence—93% Verified for Actual 
Readership. 


A JENKINS PUBLICATION 
198 So. Alvarado St., Los Angeles 4, Calif. 


Advertising Offices 


NEW YORK 18 CLEVELAND 22 
11 West 42nd St. 19718 Lanbury Ave. 
CHickering 4-1969 WYoming 1-2587 


CHICAGO 3 TULSA 


1064 Peoples Ges Bidg. P.O. Box 4055 
WaAbash 2-2589 Tel. 2-2414 
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ilk Plant 


Linage of 87 publications rises 4.6°> in first half of 1951 


® ADVERTISING volume of 87 Canadian were: 33 industrial papers, up 8.7 
publications, January through June, or 1,011 pages; 39 trade papers, off 
1951, gained 4.6 over the same a scant .04%, or three pages; 15 


period in 1950. Group percentages class papers, up 3.9%, or 162 pages 


First six months / 1951 
Page °o 
Change Change 


where at Grand total 25,393 i 48 


pages 


pages 
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From Washington 





item before 1951 is over. In addition, 
industrial expansion programs will 
make serious inroads on materials 
supplies in the immediate future 
One of the important problems 
worrying Wilson is electric power. In 
the long run, we will have ample 
But there is some doubt that it will 
be available soon enough for the new 
steel and aluminum plants which 


will go into operation next year 


Price Bother . . Printers should 
have an ample supply of paper for 
the foreseeable future . . but it may 
cost more. Arthur Treanor, retired 
Booth Newspaper executive who 
heads up NPA’s printing and pub- 
lishing division, says there will be 
enough paper although delivery 
may be a bit irregular 

Price bothers him. The paper 
situation was in good balance, he 
says, until Canada boosted news- 
print $10 a ton. With Canadian news- 
print prices moving upwards, U.S 
newsprint mills are sure to follow 
And as newsprint brings a better 
price, other papers will try to get 
back into line 


Basing Point Peace .. Federal 
Trade Commission and the steel in- 
dustry have negotiated a settlement 
of the big “basing point” case in- 
volving Iron & Steel Institute and 90 
leading steel companies 

Under the agreement, FTC is is- 
suing an order prohibiting “any 
planned course of action” to quote 
or sell steel at prices “calculated cr 
determined in accordance with any 
system or formula.” The order also 
prohibits exchange of freight rate 
and shipping charge information 

FTC concedes that the mere fact 
that two or more sellers quote iden- 
tical prices to a destination is not 
by itself evidence of a violation of 
the law 

‘The Federal Trade Commission 
is not acting to prohibit or interfere 
with delivered pricing or freight ab- 
sorption as such when innocently 
and independently pursued, regu- 
larly or otherwise, with the result 


of promoting competition.” 


Raises for Executives? . . Salary 
Stabilization Board, which regulates 
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construction equipment! 





Before project bids are requested, you may be “included out” 
if the civil engineer plans the project without taking your 
equipment into consideration. 


Before the bids are submitted, you may be “included out” 
because the contractor's civil engineer laid out the construc- 
tion plant without figuring how your equipment might do 
the job more economically. You can’t sell dozers if it’s deter- 
mined to use draglines or vice-versa. 

Before your salesman can get to the key man on the project, 
you may be “included out’ because that particular vice 
president or project manager is a civil engineer who had 
decided that the equipment he read about in CIVIL ENGI- 
NEERING is the make he wants. 


You CAN be “included” on those BIG orders by keeping the 
civil engineers thinking in terms of your equipment. Tell 
them “how and why” in CIVIL ENGINEERING, the only mag- 
azine published exclusively for civil engineers. Circulation 
now 32,000. 


clviL S ® 
ENGINEERING 


The Magazine of Engineered Construction 
Published by 
The American Society of Civil Engineers 
33 West 39th Street, New York 18, N. Y. 
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If you wish to reach the 


coal trade use to advertise 


ha Ina publication 
— BLACK DIAMOND 


CHICAGO NEW YORK 
Manhattan Bldg Whitehall Bldg 


; 


where the audrence 


pays to see you 
For over 65 years the leading : 


so: conan allan See McGraw-Hill advertisement 
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Advertising Managers 
Public Relations Executives 
Publishers 

Association Secretaries 
House Organ Editors... 


es! 
\ryelope 


ings 
saving 


day! 


There’s real savings in the new 
type mailing envelope developed 
by Equitable Paper Bag Co. 

BB SLASHES COSTS— new style 
construction on special high 
speed machinery. 

BE STURDY CONSTRUCTION — 
extra long flap to “lock” your 
publication in the envelope. 
Rugged, well pasted seams and 
bottoms and 100°% kraft. 

Me IMPROVES APPEARANCE — 
safe arrival and clean delivery. 
BB SAFETY EDGES—soft flap and 
lip edges eliminate cut fingers, 
speed insertion time. 








If you use 100,000 or more an- 
nually, its worth money to 
investigate. For full data, send 
sizes and annual amounts today! 


EQUITABLE PAPER BAG CO., Inc. 


45-50 Von Dam Street, 
Long Island City 1, N.Y. 


pay adjustments for salesmen and 
sales executives, is finally getting or- 
ganized. Director Joseph D. Cooper 
is hopeful that it can adopt rules 
enabling business men to give salary 
increases without running to the 
government for approval 

In some cases, the employer will 
need only to keep a record of the ac- 
tion In others he will act, and file 
a report tor review 

However, it may be too soon to 
‘ heer 

Mr. Cooper says the Salary Stabi- 
lization Board intends to keep a 
pretty drastic lid on the amount of 
adjustments. “True, or not,” he says, 
“there has been a feeling that, in 
World War II, executive salaries 
were not subject to the same de- 
gree of control as were the general 
rank and file of wage earners 

To the extent that labor groups 
might sense an undue advantage to 
the executive group, the result 
could be additional pressure for fur- 
ther general wage increases 

“The central object of the Salary 
Stabilization Board therefore, is to 
be equal treatment for those under 
its jurisdiction, as compared with 
those under the Wage Stabilization 
Board.” 


How to build a catalog 





work went on and on. We got agree- 
ment with our engineers on such 
things as the sub-divisions of our 
technical section 

1. Properties of pipe. 2. Rating of 
pipe, fittings and flanges. 3. Lins 
expansion and flow etc 

Similar activity took place in the 

ympany production department u 
the inspection department, in chemi- 
cal and metallurgical control. Grad- 
ually, the information began to flow 
into the advertising department for 
development and coordination 

We made product photographs 
close-ups, graphs and charts, cross- 
sectional drawings and installation 
pictures of equipment in oil fields 
refineries, factories. We transcribed 
specifications. We cropped photos 
after retouching. We wrote copy 
marked for type size and style 

Then we were ready to establish 


the number of pages necessary and 


the general location of all material. 
During this entire organization and 
preparation period, we worked from 
a loose leaf binder containing 8x 
11” sheets, each sheet representing a 
page and punched on both edges so 
that it could be moved from a left 
hand to a right-hand page. This was 
important in facilitating work, be- 
cause page numbers changed many 


times 


Production . . phase three then 
got going in earnest. We made a table 
of contents by page number to help 
us organize forms for the printer 

As the pages were pasted up in 
dummies for each form, the complete 
form of page paste-ups was routed to 
the sales, engineering and legal de- 
partments for proof reading before 
release for production. This some- 
times worked hardship in meeting 
schedules but proved valuable in 
catching errors that might have been 
costly late 

The size of the job required or- 
ganized press schedules. Careful 
schedules were maintained, includ- 
ing a progress record on every form 

Specially printed sheets of paper 
were used for typing the text. Mar- 
ginal calibrations showed the num- 
ber of type units per line for 12- 
point, 10-point and 6-point type 
Each sheet carried lines at the top for 
identifying section and page number 

Extremely important was accuracy 
in the specifications on the product 
pages. These pages were checked by 
several persons in engineering and 
sales before proofs were routed for 
final approval. Throughout the job, 
press sheets were checked carefully 
against final proofs to be sure last 
minute corrections had been made 

Product pages were arranged in 
easy-to-read form. The product it 
self is pictured, plainly identified, 
cross-sectioned and complete speci- 
fications are given for all sizes. At- 
tention to detail paid off in the last- 


ing quality of the finished catalog 


Distribution . . During al! the 14 
months of research, preparation and 


production, our district offices were 


kept informed of progress. Natural- 
ly, we built a back log of requests 
which were screened again before 
we made delivery. Then we worked 
ut a carefully planned program for 


ibsequent distribution 





The catalogs are packaged, 24 to 
a case, and stored by our printer, E 
F. Schmidt Co., Milwaukee. Each 
catalog is numbered and each case 
carries the series numbers on the 
outside 

The series number appears on the 
inside front cover of the catalog as a 
permanent record. In addition, the 
number is stamped on the carton of 
the individual catalog when it is 
packed, but most important the 
number also appears on a business 
reply type of acknowledgment card 
that goes out with each catalog 

When we in Louisville want some 
catalogs out of storage, we first send 
a withdrawal order to our printer 
and file a carbon of that withdrawal 
order 

The printer gets the withdrawal 
order, ships the catalogs and sends 
us a shipping notice. We replace our 
withdrawal order carbon with the 
shipping notice, on which the print- 
er has included the catalog series 
number for that particular order. We 
never order less than a full case of 
24 catalogs from our printer. Any- 
thing less than a case is shipped from 
our stock in Louisville or from the 
district office 

Now we type a card with all series 
numbers on the shipping notice and 
place it in the file in back of the ship- 
ping notice we got from the printe 

When an acknowledgment card 
comes in from the recipient of a cat- 
alog, its particular number is crossed 
off on the white card 

When a request for a catalog 
comes in to the home office, the re- 
quest is first recorded with all other 
inquiries. Then the inquiry is coded 
so that a letter of transmittal can be 
sent to the inquirer, listing the near- 
by distributors. Every location is 
checked against a large state map 
that has been marked for territory 
with the help of the sales depart- 
ment. The letter is personalized on 
an automatic typewriter 

When the individual catalog goes 
out, its serial number is typed on the 
label. The original written inquiry 
and a carbon of the label are stamp 
ed, sent, and dated. The inquiry 
goes to the district office, and the 
carbon of the label is filed in our 
original shipping notice file 

When the acknowledgement card 
on the catalog comes back, it is 
checked against the label carbon. We 








When Great Grandpa Was a Boy... 





Homes were illuminated by gas light or kerosene 


There were no television sets, radios, automobiles, aero- 


planes 
Steam was the source of power 


A few daring thinkers believed electricity might be used 


for lighting 


and ... The editors of The Provisioner reported with alarm 
that poor people would soon be unable to purchase meat - 
choicest cuts of beef having skyrocketed to an unheard of 


price of 25¢ per Ib! 


In Degember of this year, The Provisioner will publish 
an historical review of the tremendous growth and progress 
of the multi-billion dollar meat industry, Destined to be 
the best read book ever published for the meat industry, 
“The Significant Sixty . . . ” will be dedicated to those con- 
cerns who have played — and are now playing — an impor- 


tant role in that growth and progress. 
Subscribers to The Provisioner will receive a copy with- 
out charge. Additional copies may be ordered at $1.50 each. 


There are significant reasons why you should write for 


literature describing “The Significant Sixty ... ~ today. 


THE ANNUAL 
NATIONAL MEAT PACKERS 


PROVISIONER and GUIDE 


You Can Depend on them .. . the Packers do! 


15 WEST HURON STREET ° CHICAGO 10, ILLINOIS 
11 EAST 44th STREET, NEW YORK 17, N. Y. 


Pacific Coast: DUNCAN A. SCOTT & CO., LOS ANGELES and SAN FRANCISCO 








For all the Facts 
on Industrial and 


Trade Market Data 
wv 


LOOK in 


Industrial Marketing's 1952 


MARKET DATA & 3 | 
DIRECTORY NUMBER : See McGraw-Hill advertisement 











Current Renewal Percentage 1s 


64 46 


t Time! 


Up for the 5th Straigh 


What's the Reason? 


AND VENTII ATING is giving 


‘ onside r 


HEATING 
its readers information that they 
important and useful. That is the fundamental 
reason why its renewal percentage continues 


to go up 


HEATING AND 


for the engineers who specify 


VENTILATING is edited 
and buy equip 
hotels 
hospitals, factories, ofice buildings, et These 
through a 


ment for big installations schools, 


busy men have no time to wade 
f abstract theory or exhaustive research 
hindings They want and get, in H and \ 

practical applications of the theory, ac 
tual ses for the 


mas- 


research findings con 
crete re 


idy-to-apply facts that save them time 
PI 


and dollars 


You can reach these key volume-buying in 
fluences best by advertising in the magazine 
filling their needs for 
practical “know-how.” That is the reason why 


HEATING AND VENTILATING should be 


on your advertising schedule 


that specializes in 


in Industrial Press Publication 


148 LAFAYETTE STREET 




















ht 
OMY, %; 
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NEW YORK 13, N. Y. 





Pl PAYS 
idvertise 
publication 
the at 


See McGraw-Hill advertisement 
on page 135. 





WHAT'S GOING ON? 


Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


Ask for New Booklet No. 50 
“Magazine Clippings Aid Business” 


BACON'S CLIPPING BUREAU 
Business Pepers @ Farm Publications 
Consumer Magarines 


343 So. Dearborn St., Chicago 4 


code all acknowledgement cards . 
an alphabet letter for industry classi- 
another letter for job 
classification and a number for 
district office territory 


fication 


After we receive the acknowledg- 
ment card, an addressograph plate is 
made. The plate is tabbed according 
to the code on the acknowledgment 
card. It shows that the person has a 
catalog and shows (1) his industry, 
(2) his job classification and (3) his 
district office territory 

Then the plate is filed by state and 
company name, ready for use in 
supplemental ma- 
direct 


con- 


mailing catalog 
terial or for future use in 
That is our 
It gets the cat- 
alog where it does the most good 


mail promotion 
trolled distribution 


The Result . . The 
standard size. It’s got an easy-to-see 
cover. It lies flat 


catalog is a 


It’s complete in 


product specifications. It includes 
engineering and technical help. It's 
tabbed and thumb-indexed 

It has a comprehensive picture in- 
dex of the line of products, complete 
and easy-to-read specifications, 
plenty of installation pictures to 
show product use under many varied 
lists all part 


service conditions. It 


numbers 


We teil our company story briefly 
Product advantages are featured to 
give sales points to the distributor 
Exclusive advantages are empha- 
sized by illustration. And finally, the 
back cover contains a convenient 
pocket for discount sheets 

That is the story of our industrial 
catalog. We believe that we have ful- 
filled our original mission: to give 
the men in the field the men who 
use the catalog what they want 
Our belief has been confirmed by 
hundreds of letters and comments on 
returned acknowledgment cards 





Norman A. Strang . . | 
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7O1/ circle on Readers’ Service card 
Six steps to follow 
in making a market survey 


If you're making a market survey, esti- 
mating sales quotas, or balancing your 
advertising expenditure against sales po 
tentials in the metalworking industry, 
Iron Age's revised “Basic Marketing Data” 
can be most helpful. A special feature 
suggests six steps to follow in making your 
market survey. Total plant worker em- 
ployment, a reliable measure of buying 
power, is shown for each of 159 metal 
product groups, plus a breakdown of 
number of plants in each size bracket. 


702, circle on Readers’ Service card 


Have government controls 
affected profits? 


Here is a study made among all types 
and sizes of manufacturing companies, 
showing how current profits compare with 
last year’s profits Lefore government con- 
trols were in effect. A four-page study 
published by Mill & Factory. 


703 / circle on Readers’ Service card 


Picture story of 
how paper is made 


Rising Paper Co., Housatonic, Mass. has 
published a 48-page picture book showing 
the many phases and operations in paper 
making. An unusually good job, this 
brochure includes 59 dramatic pictures 
done in “Life Magazine” style. It's really 
worth having. 


704/ circle on Readers’ Service card 


Discussion of direct advertising 
for sales, advertising executives 


This 20-page booklet discusses direct 
selling, and how it serves as a supple 
mentary force to publication advertising 
and other forms of advertising. It answers 
questions such as, (1) how much of a 
contribution can direct advertising make 
to business? (2) why is outside counsel 
better than adding to an inside staff? (3) 
what is included under “direct advertis- 
ing”? Offered by Dickie-Raymond, ‘nc. 


> 
> 





eslond.<-jabe ome: ids 


Pi % Send for these helpful selling tools 


70S / circle on Readers’ Service card 
How to improve your 
public speaking ability 


Look around your circle of business ac- 
quaintances. The boys who are progress- 
ing rapidly are, almost without exception, 
good public speakers. If you want to be 
a better speaker, it might be worth your 
time to get a copy of a four-page brochure 
offered by Dale Carnegie. 


70G/ circle on Readers’ Service card 
Chart shows steps 
in making in sales 


Remember the five steps in making a 
sale, so successfully publicized by Mo 
Graw-Hill for many years, (1) make the 
contact, (2) arouse interest, (3) create 
preference, (4) make specific proposal, 
and (5) close the order? It's now avail- 
able in wall chart form suitable for framing. 
First 100 requests receive a copy. 


Readers’ Service Dept. 


5107 


Please send me the following 
research and media data... 


701 702 703 





706 707 





711 





714 «(715 





707/ circle on Readers’ Service card 
What you should know about mats 


Here is a 20-page booklet brimming with 
helpful and interesting information on 
mats. It gives suggestions for the prepara- 
tion of basic artwoik for jobs which must 
be matted. Other sections tell (1) the right 
kind of engravings to use, (2) how to 
recognize a good mat or a poor one, and 
(3) how mats are produced. Offered by 
Progressive Matrix Co., Chicago. 


708 / circle on Readers’ Service card 

All about Thomas’ Register 
Here's “tell all” information about 

Thomas’ Register. This brochure's 16 

offer detailed information covering 

lation, markets served, specifications an 

rates. A special section gives sug 

for those preparing to use T.R., and vario 

standard ad sizes. 








& Please prins or type information , 
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BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 510, P. L. & R., Chicago, Il. 








Readers’ Service Dept. 
INDUSTRIAL MARKETING 


! 


* Note inquiries for items listed not 
serviced beyond Oct. 15, 1951 
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200 East Illinois St., Chicago 11, IL 





eeleed-<—labele! aids 


% Send for these helpful selling tools 


7OB/ circle on Readers’ Service card 
Unusual case of 
cutting costs in color 


“An unusual case of cutting costs in 
color” is but one of many informative arti- 





7 


711/ circle on Readers’ Service card 
How to shut up guys expecting 
printed material in nothing flat 


There is always at least one character 
in each organization who is unable to 
understand why printed material can't be 





cles which appear in “Better Impressions,” 
a quarterly published by the Mead Corpo 
ration, Dayton, Ohio. Other helpful features 
in the current issue include (1) the educa- 
tion of a stockholder, (2) where does all 
the paper go? and (3) wood engraving 


710 
Four studies show how industrial 
advertising increases recognition 


Here are four studies made among 
manufacturers of industrial trucks, pack- 
ings and gaskets, fixed conveyors and 
valves. Results show relationship between 
amount of advertising and product recog- 
nition. Prepared by McGraw-Hill’s Labora- 
tory of Advertising Performance. 


circle on Readers’ Service card 





turned out over night. Well, here's a car- 
toon sequence which shows the 8,000 steps 
most printing jobs must go through. R. G. 
LeTourneau's advertising department will 
be glad to send you a glossy print of the 
sequence. 


712/ circle on Readers’ Service cord 

The story of the metal 

industries’ daily newspaper 
American Metal Market has prepared cn 

easy-to-read brochure which tells of the 

publication's market coverage, circulation, 


and editorial It's well organized 
and presents information briefly. 


content 





BUSINESS REPL 
First Class Permit No. 95, Sec. 510, P. 


Y CARD 
L. & R., Chicago, Ml. 
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200 East Illinois St., Chicago 11, IL 
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Please send me the following 





research and media data .. . 





701 702 703 704 COMPANY 





713/ circle on Readers’ Service card 

45 suggestions for company 
human relations activities 

A wartime economy brings many new 





tions for company human relations activ- 
ities covering contacts with employes, 
management, customers, intra-industry and 
others. Offered by Pendray & Co., New York. 


714/ circle on Renders’ Service cord 
Sermon for Salesman 


Nearly a half century ago, Travelers 
Insurance Co. published a wall-card which 
bore the legend, “The Bee that gets the 
Honey doesn't hang around the hive.” 
Over the years, Travelers has received a 
steady stream of requests for these cards. 
You can have one or more if you desire. 


715/ circle on Readers’ Service cord 


Your name cigarettes 


+, A 


You can buy p 9 ig that 
advertise your name, your company, your 
product or your service .. at a price just 
a few cents higher than standard brands. 
The smoker is exposed to your message 
each time he takes a cigarette. The qual- 
ity of tobacco is good (we tried a pack). 
Descriptive literature is offered by Your 
Name Cigarettes, Chicago. 





71G/ circle on Readers’ Service cord 
New booklet covers 
proper packaging techniques 


“Boxes and Crates” takes up an impor- 
tant question in industry . . how to deliver 
the merchandise in its original condition. 
It discusses the advantages of wood con- 
struction, and tells how wood crates and 
boxes should be designed and built. Pub- 
lished by Southern Pine Association, New 


Orleans. 
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705 706 707 








ADORESS 


709 711 








City & ZONE 


* Note inquiries for items listed not 


serviced beyond Oct. 15, 1951 





Problems in marketing 


nued from page 24 





ings. Often this gorgeous piece of 
printed matter which has been so 
painstakingly designed and fabricat- 
ed is rather casually received by the 
prospect whose attitude is that it is 
just another piece of printed matter 
Most studies show an alarmingly 
small percentage of such catalogs are 
kept. Many more cannot be found 
when they are needed. As for usage, 
that is a nebulous sort of thing which 
is seldom tested 
“An important exception is in the 
case of the established customer for 
a certain line of products. Obviously 
the manufacturer's catalog for these 
products will get preferred treat- 
ment. But this is not the area from 
which new business comes. It is here 
that concentrated promotion is vital 
“Some companies are quite con- 
tent if they know they have a high 
use factor on the part of their regu- 
lar customers. But this contentment 
ignores the possibility of the catalog 
becoming a positive factor in the 
creation of new business 
“It is true, of course, that a coupon 
response from a magazine ad offer- 
ing the catalog usually reveals an in- 
terest in the manufacturer’s prod- 
ucts. However, dependence on cou 
pons is an extremely unreliable 
method of making catalog informa- 
tion available to all buyers in a given 
market. Furthermore, it introduces 
the element of delay which may 
mean loss of business 
‘A parallel in the marketing of 
consumer goods might be cited 
Many manufacturers of food prod- 
ucts have hammered away at the 
sale of their product, and all of their 
emphasis has been placed on moving 
the product from the grocery shelf 
“Some of the smarter merchan- 
disers have recognized that the job 
f moving it from the kitchen shelf 
is even more vital if they are going 
to see their volume continue to grow 
The point of acceptance saturation is 
one thing; the point of usage satura- 
tion is another 
“So it is with catalogs. Distribu- 
tion saturation is relatively simple to 
reach. The trick is to get keepage 
and usage saturation which can best 
be accomplished by pre-filing in a 
bound collection of manufacturers’ 


italogs.” 


WGaw bb bases Selly 


EXAMPLE NO. 13 


Among manufacturers of 


CONFECTIONERY AND RELATED PRODUCTS 


323 MAJOR PLANTS EMPLOY 80,841 


—account for 88% of total employment, 
88° of production in this industry. 


The latest McGraw-Hill Census identifies each and every one of 
these 323 key plants — those with over fifty employees — by name, 
location, number of employees, and chief product manufactured. 


The field of confectionery and related products — candy, chew- 
ing gum, chocolate and cocoa products — is only one of 144 seg- 
ments of manufacturing industry. In each of these 144 segments, 
McGraw-Hill’s Census isolates, identifies, classifies and rates the 
worthwhile manufacturing plants. 


s is better 


‘ Censu 
ill’s Continuing 5 ore, their 


-H 
Grow ufacturer 


who and where man our circulation 
te 
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on the worth-while plants 
grable company 
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ng activity is 
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The basic purpose of Mc 
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d the result, of this continu! 
of buying influences 
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we serve. The objective, om yt 
an up-to-the-minute paid audie 
for McGrow-Hill advertisers. 
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@® MeGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET NEW YORK 18, N. Y. 
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ceramic bulletin 
reaches the 

men who 

buy or specify 
in the 

2 billion dollar 


ceramic market 





your advertisement 
in ceramic bulletin 


is seen by 
5600 ceramists 
in these fields: 


@ Refractories 
White Wares 
Glass 


Materials and equipment 


Structural Clay Products 
Enamels 
Design 


Education 
RATES 
1 6 12 
| page 200.00 160.00 125.00 
140.00 100.00 75.00 
80.00 _ 60.00 45.00 
50.00 35.00 25.00 


2 pege 
4 poge 
VV, poge 


Ceramic Bulletin 


2525 N. High St... Columbus 2, Ohio 
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Administer publicity 





ywn time (or the time of someone 

se of equal caliber) would be re 
quired properly to administer your 
publicity program with adequate in- 
dustrial marketing intelligence 
Multiply by $10,000 a year. Total the 
st of these three necessary skills, 
add 33-1/3 for 


clerical help, multiply your answet 


secretarial and 


by two to cover expenses and over- 
head, and either set up for doing the 
job internally, or take the money 


and go outside to buy it as a service 


When To Use Publicity . . The 


other adjoining chart is designed to 
portray the relationship between 
the five basic methods of communi- 
cating with prospects and custom- 
ers: (1) direct sales work, (2) that 
brand of sales promotion which re- 
ies upon face-to-face contact be- 
tween buyer and seller, and includes 
trade shows, demonstrations and ex- 
\ibits, (3) that brand of sales pro- 


otion which reaches its target un- 


_der the postage stamp and includes 


lirect mail, catalog work and print- 
ed literature, (4) space advertising 
and (5) industrial publicity 
Two opposite sins are committed 
by neglect of the reasoning this chart 
s intended to clarify. These sins are 
(1) duplication of effort by the sales, 
sales promotional, advertising and 
publicity teams, with all four teams 
wasting effort in the pursuit of some 
ybjectives more efficiently achieved 
by another team and (2) letting all 
four forces, without co-ordination 
rush off in four divergent directions, 
» achieve four divergent, and there- 
we conflicting, sales purposes 
Actually each of the five “tools 
f selling” should be viewed as a 
to be used for that parti ular 
ype of work for which it is _ best 
suited, even though all five tools are 
ipplied to sales construction” on 
sales blueprint.’ 
an attempt to ev: lu 
n sale Ss 
i seven dil- 
the audience 
lelay between 
ssage and any 
response thereto (3) 


which the deliverer 


the message can get a reaction to 
that message, (4) the believeability, 
or freedom-from-suspicion, of the 
message, (5) the directness with 
which the message can go to the es- 
sential sales points with obvious 
commercialism, (6) the degree to 
which the message provides cover- 
age of the market or markets and 
(7) the cost per contact 

The figures in the chart are but 
crude estimates for an _ industrial 
company selling technical products 
to technical buyers. In your specific 
case, use your multipliers or divisors 

Here are a few conclusions 

Direct mail and catalog work are 
characterized by the best match be- 
tween story and audience. Field con- 
tact by salesmen produces most com- 
plete results in shortest time (but 
with greatest unit cost and least sat- 
uration). Editorial publicity beasts 
greatest believability and lowest unit 
cost (but at the expense of sales di- 
Advertis- 
ing and publicity can reach the larg- 


rectness and fast action) 


est audiences and the greatest vari- 
ety of possible markets (but only at 
the sacrifice of percentage reaction) 

These obvious do’s and don'ts find 
explanation in the chart 

First, the don'ts: (1) don’t expect 
your advertising man to close busi- 
ness, (2) don’t expect your salesmen 
to cover a market overnight, (3) 
don't expect your publicity to read 
like a list of sales features and (4) 
don’t expect your direct mail and 
sales promotion to be swallowed 
whole without confirming evidence 

The do's: (1) do use publicity for 
the educational job (it’s got believ- 
ability), (2) do use advertising to 
stimulate interest and seek new 
markets (in view of your ability to 
go directly to your sales message 
consistent with the opportunity of 
covering many markets at reason- 
able cost), (3) do use direct mail, 
catalogs and house organs when you 
have singled out a given market and 
want to be thorough and efficient 
in covering it, (4) do use exhibits, 
demonstrations and movies when 
the touch, try and admire appeal is 
important to you and you have the 
opportunity of repeating your pres- 
entation time after time and in place 
after place in order to cover the 
market and (5) do expect your sales 
men to close business, not merely 


perform missionary work 





Sickler tells DuPont's ways 
of finding a new market 


® NEW YORK Six steps taken by 
DuPont to locate an unknown mar- 
ket and plumb its depth for a new 
product were described by R. C 
Sickler, advertising department, E 
I. DuPont, at the National Industrial 
Advertisers Association conference 

In a panel discussion of market 
measurement, Mr. Sickler listed the 
steps 

1. “Exploratory advertising is run 
in business publications to develop 
inquiries and to determine what in- 
dustries and what types of com- 
panies are interested in the product 
about to be placed on the market 
2. “The sales development group 
is at the same time making personal 
contacts in selected test areas to de- 
termine how the product would be 
used and how much can be sold an- 
nually 
3 The sales development group 
is uncovering all possible user com- 
panies in the test area to determine 
what type of companies buy 

4. “The product development 
group is uncovering selling points 
that can be supplied to the sales- 
men for a good competitive selling 
job 

5. “Results of the advertising-sales 
development tests are combined to 
calculate the market potential for 
test areas 

6. “Then, using industrial direc- 
tories, such as McGraw-Hill’s Cen- 
sus of Manufacturing Plants, Thom- 
as Register MacRae’s Blue Book, 
etc., market potentials for the entire 
country are calculated 

‘Once these six steps are taken, 
sales territories can be laid out, the 
number of salesmen needed deter- 
mined and the advertising and sales 
budgets set up on a scientific basis 
Then the actual sales work can be 
started.” 

Elliott Charlop, advertising man- 
ager S. Blickman Inc said that 
sales analysis is not as formidable 
as you may think. He cited a sim- 
ple analysis by his company of sales 
volume for individual dealers. The 
analysis showed that 37 out of 600 
dealers sold 75 of total volume 
The number of dealers was cut in 
half and total volume increased 
‘There had been too many dealers,” 
Mr. Charlop said, “and no incentive 


Tested Results 

Here are some 1/9-page advertisements 
from HEATING & PLUMBING EQUIP. 
MENT NEWS, with the inquiry-producing 
record of each. These inquiries are for- 
warded to advertisers by our Reader 
Service Department; the figures do not 
include inquiries which the advertiser re 
ceived directly 


Whether or not you are interested in get 
ting inquiries, you do want your advertis- 
ing to be read and these typical results 


prove the readership that advertising in Sotwiinn 
or 
HPEN is getting ~ hei 


What's the Reason? 
HPEN is the bnly paper that gives con 
tractors, dealers and wholesalers the in- 
formation in which they are most interested 
news of new products in the heating, 
plumbing, ventilating and allied fields. Its 
circulation of over 35,000 assures thorough 
coverage of this diversified market 


Prove it Yourself 

You don't have to take large space to prove 
the advertising effectiveness of HPEN. A 
1/9-page unit costs $150 at the one-time 
rate, and takes regular 1/4-page plates 
from most publications 

Tell your story to actively interested pros 
pects reach them at lowest cost per 
thousand in HEATING & PLUMB 
ING EQUIPMENT NEWS 


An Industrial Press Publication 


No Need for PROCRUSTES’ Bed 
in the Bedding Market 


Procrustes, in Greek legend, was a robber who placed victims on a bed. If too 
tall to fit, he cut off their feet; if too short, he stretched them to fit. 


There's no forced fitting needed to sell the rich 
bedding market, as there is only one book you 
can use—that's BEDDING! And because of its 
low cost. even a modest budget need not be 
stretched not lopped off from a larger one. This 
book does the job! The $339,000,000 bedding 

market may be covered 

with page ads at a cost of 


Industrial Marketing's only 3°4¢ per subscriber 


IVTTPRIBUFTCieirice =| i2-time rate)! Are you 
awake to your possi- 


& Directory Number Bparaasee Merchandise Mart, Chicago 54 
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. 
EK prrors of Air Conditioning & 
Refrigeration News are highly in- 


telligent, but they aren't broad- 
hinded 


ail down long enough. 


They're never allowed to 


Not only are they eager to get 
out and see the people who are 
doing things; the people want to 


see them. 


Manufacturers, distributors, deal- 
ers, and contractors consult them 
when making plans Association 
activities for the general welfare of 


led by Vews edi- 


tors, who regularly are the only 


the industry are 


non-members invited to take part. 


Editors of The 
as their 
W ashington 


Vews also serve 
industry's spokesmen in 
Leadership of this na- 
ture is a priceless “hidden asset” 


to advertisers 


When you advertise in The News 
you receive far more than space 
or coverage BUSINESS NEWS 
PUBLISHING CO... 450 W. Fort 


St.. Detroit 26, Mich. 


 s/R CONDITIONING & 


» REFRIGERATION Ne ws 


to push the line since every other 


Tom, Dick and Harry were handling 


it 

Gene Wedereit, advertising man- 
ager, Tube Turns, panel chairman, 
urged advertising managers to take 
the lead in market research and 


" 


make their departments clearing 
houses of market data 

John C director of re- 
search, McGraw-Hill Publishing Co. 


yointed out how the growth of mar- 


Spurr 


ceting research has shown manage- 


ment new market potentials that 
were unknown before research was 
indertaken. Charles F. Moore, di- 
ector commercial research, SKF 
Industries, emphasized analysis of 
ales territories as the basic units of 
narket measurement 

Frank Mansfield 


Sylvania 


director of re- 
earch lectric Products, 
irged greater use of trade associa- 
tions and their facilities for market 
esearch. John Sargent, partner 
Cresap, McCormick & Paget, dis- 
issing research of a company’s 
mpetitive position, said that anal- 
ysis should be based on five points 
lentification of competition; size 
f competitors; financial strength 
and prestige of competitors; mar 


keting methods employed; and spe- 


lal problems 


Employe, public relations 





the national programs, but because 
at the local level you have an e: 


tablished bond of communication.” 


At du Pont. . President Greenewalt 
»bserved that management today has 
the task of “winning the under- 
standing and good will of its em- 
ployes.” To back up that philosophy 
Du Pont pub- 
40 plant publica- 


and to carry it out 
1ore than 
employes 
Greenewalt believes good 
cations with employes are 
ant than ever before 
industry expands and 
omplex, there are new 
misunderstanding might 
where the employe de- 
re complete picture of 
yn 
“much greater 


is there is a 


ss of the importance of em- 


ploye communications than there 
Difficulties 


cannot 


was five years ago.” 
when the 
grasp the elements which have made 
industry operate successfully. There- 
fore, there has been an intensified 
effort not only to inform the em- 
ploye about the company, but also 
to teach him something of the basic 
economics which are involved, Mr 
This job is one 


shared by employe publications, bul- 


arise employe 


Greenewalt said 


letin boards, indoctrination manuals, 
employe group meetings all parts 


of a progressive, flexible program 


At Koppers . . General Somervell, 
president and chairman of the board, 
said that two years ago a readership 
survey showed 69% of Koppers em- 
ployes read “Koppers Magazine.” Of 
those who took the magazine home, 
90° reported that the publication 
was read by their families. About 
90° said they believed what they 
read in the magazine. And 91° 
thought the cost of the publication 
was well spent 

“Recognition of the need for and 
the value of employe communica- 
tions have increased considerably 
over the past five years,” General 
Somervell said. “As the preparedness 
program proceeds and some mate- 
rials become scarce, employe pub- 
lications will place their emphasis 
on waste elimination drives and 
greater productivity of material and 
effort 

“Periodically, a letter from the 
president is mailed to the homes of 
about 1,650 
management, 


members of Koppers 

keeping them _in- 
formed of company operations and 
national trends. Communication be- 
tween management and employes is 
Magazine,’ 


afforded in ‘Koppers 


which offers opportunity to ex- 
change views, thus clearing up mis- 
understandings arising over com- 
pany operations and policy.” 

At Pitmey-Bowes . . President 
Wheeler 


Bowes Bulletin’ as the vehicle in 


described the ‘Pitney- 
which the American way, the com- 
pany story and management view- 
point may speak for themselves 
“Our bulletin lacks any detailed 
account of business and company 
economics since such information 
is provided by more effective media; 


letters from the president, printed 





matter mailed to employes’ homes, 
and a well-organized and active in- 
dustrial relations council,” he said. 
In such a well-rounded communi- 
cations program as ours, it is dif- 
ficult to isolate the effect of an em- 
ploye magazine. However, we do 
know that our manufacturing pro- 
ductivity has increased 40%, with 
satisfactory and highly cordial em- 
ploye relations largely due, we are 
convinced, to our communications 
policy as a whole.” 
Communications with employes, 
Mr. Wheeler said, have 


more important in the past five 


become 


ears, but he plans no extension of 
the program, since the broadest 
variety of communications devices 
are already in full use at Pitney- 
Bowes 

President Wheeler concluded: “We 
believe that national free enterprise 
campaigns are largely ineffective, 
and that we should continue our con- 


centration on local levels.” 


At Pittsburgh Plate Glass . . 
President Higgins said: “We be- 
lieve the employe publication is an 
essential link between the planning 
and production phases of our opera- 
tions a two-way street for policy, 
ideas and opinion.’ 

From the results of a readership 
Plate Glass 
“learned that their publication has 


survey, Pittsburgh 


a readership score of 72% (plus 
8! of the wives of employes), a 


‘believability’ score of 82°%, a read- 


er interest rating of 73%.” 

Mr. Higgins declared that the em- 
ploye publication is “the major 
method of reaching employes” and 
that the need and value of the pub- 
lication will increase in order to 
satisfy the wants of the employe 
informing him of company produc- 
tion plans, orders, policies and the 
relation of these facts to the over- 
picture.” 


all economic 


At Standard Oil . . Board Chair- 
1 Robert E. Wilson says the pur- 
pose of an employe publication is to 
make a better employe. An em- 
ploye who is well informed about 
his company tends to be cooperative, 
loval and more productive 
“The ‘Standard Torch’ gives em- 
ployes facts, management’s views, a 
feeling of ‘being in the know.’ We 
have placed our main reliance upon 


Auroilusong flan - 


If you have clients who manufacture any of 
the 4,210 articles of machinery — equipment 
or supplies—used in the pulp & paper manu- 
facturing industry—Here is the most effective 
funnel for reaching this $4,000,000,000 
Market! 


GInolucde st ine Your Schedules 


What tt Guys 


Vast amounts of supplies 

are required by the Indus- 

try. Steam, electric and hy- 

draulic power plant equip- 

ment; motor and turbine 
drives and power transmission; 

pulp and paper making ma- 
chinery and equipment; pumps, 
valves, meters, etc.; motor trucks; 
elevators, conveyors, digesters, 
evaporators, tanks, towers, chemi- 
cals and a myriad of other materi- 
als. One mill alone states that over 
4,000 suppliers were required to fill 
its needs 
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FRITZ PUBLICATIONS, INC. 


431 SOUTH DEARBORN STREET, CHICAGO 5, ‘ILL 


Use Paper and Pulp Mill 

Catalogue for year ‘round 

product representation. 
Write for Data. 





‘Best Advertising Investment 
lve everimade!” 


“No matter where my salesmen go, they find 
DIESEL PROGRESS there ahead of them, 
preparing the way, building up interest and 
desire. No magazine | buy has such com- 
plete coverage or such univer- 
sal acceptance in the industry 


as does DIESEL PROGRESS.” 


Write today for DIESEL PROGRESS Market 
ond Media File. 


Rex W. Wadman, Editor and Publisher 


Editorial and Production Office 
816 N. La Cienege Bivd., Los Angeles 46, Catif 


Advertising Office 
2 West 45th St. New York 19° N.Y 
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ASSOCIATION OF IRON AND STEEL ENGINEERS 
1010 Empire Building - Pittsburgh, Pa. 


Careful Sales Planning includes 
HEINN Loose-Leaf Binders 


You recognize the 

mames on these 

binders names that 

stand for fine products 

and successful sales 

effort These firms, and 

hundreds of others in all 

industries, use Heinn covers 

for loose-leaf systems of all kinds. Here's proof 
that Heinen superiority is an actuality 
not merely a claim. Your own plans should 
include the Heinn line of cus- 
tom-designed bind- 

ers for extra 

sales impact 

for the kind of 


craftsmanship 


areeaens sonst 


that means the 
lowest operation- 
al cost per 

unit per year. 


Write for details. 


CATALOG COVERS e PRICE AND PARTS BOOKS 
e SALES AND INSTRUCTION MANUALS 
PROPOSAL COVERS o PLASTIC TAB INDEXES 


THE HEINN COMPANY 
322 WEST FLORIDA STREET 
--- MILWAUKEE 4, WISCONSIN 


EIN 


wat av 
ORIGINATORS OF THE Loose-leaf SYSTEM OF CATALOGING 


the company magazine in communi- 
cating with employes. We are also 
experimenting with open house 
techniques, and working on an in- 
doctrination manual 

“Standard Oil believes that both 
national free enterprise campaigns 
and the local efforts are vital. It is 
likely, however, that the main re- 
liance of similar companies as they 
try to influence employe thinking 
along these lines, will be placed on 
the well-executed interpretive ar- 


ticle in the employe publication.” 


At Union Oil] . . President Reese 
H. Taylor defined the informed em- 
ploye as one who enjoys his fellow 
workers and has a good knowledge 
of his company’s operations, plans 
and problems. The employe publica- 
tion, he said, will distribute these 
facts properly and effectively 

The company feels that both na- 
tional and local efforts are desirable 
in the free enterprise campaign. “We 
conduct both types,” said Mr. Tay- 
lor. “in the feeling that one type 


complements the other.” 


Towne forms direct mail group 





coverage is attempted, he said 
“Lists are responsible for 80% of 
the success of most direct mail cam- 
paigns,” Mr. Frazier concluded 
Ira Contant, advertising manager 
of Hoffman LaRoche Inc., advocated 
adequate funds for direct mail, a 
competitive creative staff, continu- 
ing service and maintenance of 
mailing lists, and the use of depend- 
able suppliers. Group thinking can 
be highly creative but it can be nul- 
lified by the presence of highly pol- 
ished brass, stuffy formality and 
prima donnas, he warned 
G. J. Lehleitner, vice-president, 
Commercial Letter Co., speaking on 
showmanship in direct mail, said 
that 85 of excutives in business 
who receive direct mail read it 
Showmanship can be injected, he 
said, by proper use of headlines 
llustrations and cartoons, by per- 
sonalizing letters, by copy appeals, 
and by the use of gadgets. Of those 
who use gadgets, he said, 91.7% get 
re attention and increase sales 
J. Bayer, Oakleigh R. French & 


sociates presided 





Advertising reader research 


ed job of field work, and a partly fin- 
ished job of tabulation 

You can go on from there. And if 
you're going to get anything sound, 
you've got to go on from there a 
long and painful way on 

For one of the big objectives is to 
make comparisons of comparable 
ads. If, for instance, you want to 
study the influence of front-of-book 
vs. back, it’s not quite fair to com- 
pare a two-color bleed on page 12 
with a black-and-white half-page on 
page 283. By and large you find a 
higher percentage of fancy ads 
(color, spreads, bleeds) up front 

So when you look at a sample 
graph of readership page by page 
what you are seeing is the readership 
of each page thus charted, but you 
are not seeing what part of that read- 
ership was attributable to its posi- 
tion in the books and what was at- 
tributable to color, size or other fac- 
tors 

You've seen such charts over and 
over again in each of the ARF 
studies for instance 

Suppose we look at the picture in 
terms of moving averages for full 
page, black and white, non-bleed ads 
only. A moving average is simply a 
means of ironing out hills and val- 
leys (and here you can see how even 
a layman gets sucked in by the re- 
searcher as soon as he starts asking 
questions). Starting at the beginning 
of the book, the “noted” percentages 
for the first five ads are averaged 
and plotted as a single figure. Then 
the first ad is dropped and the sixth 
added and so on. A graph thus plot- 
ted is a picture of a trend rather than 
a series of snap-shots of individual 
ad ratings (See Graph 1) 

Graph 1 shows that both visibility 
and readership dec rease gradually 
as the back of the book is reached 
The pattern is similar for other pub- 
lications studied by the ARF but 
not for all. In American Builder 
nstance, re ade rship reat I es li 


est pe ak 


to a second peek 


book. This double 


IT PAYS 


to advertise 


in a publication 


vale mom Walemeanelentevelere 


pays to see you... 


McGraw-Hill Publications 
reach the largest paid 
audience of business and 
industrial buyers in the world. 
Basic circulation principles are 
discussed in a new McGraw- 
Hill booklet, “Intrinsic Values 
of Paid Circulation.”’ Ask your 
McGraw-Hill man for your 


copy, or write us on your bus- 
iness letterhead. 


McGRAW-HILL 
PUBLICATIONS 


330 West 42nd Street, New York 18, N. Y. 





THE MODERN 


coated acetate for dramatn 


visual presentations 


se on Schools, Chur 


Homes, Hospetals 








THE SPEAKER atwoys FACES THE AUDIENCE 


aler. tw Dep 


BARDWELL & McALISTER, Inc. 
BURBANK, CALIFORNIA 


REFRIGERATING 
ENGINEERING... 


AN 
AIR CONDITIONED 
CIRCUS? 


You find air conditioning 
. and the 


the entire air conditioning 


everywhere today . 


and refrigeration industry is 
booming. Sell your products 
to the $3,000,000,000 refrig- 
erating and air conditioning 
Original Equipment Manu 


facturing market the easy 


’ 
way 


Get the facts! 
ASK FOR OUR ANALYSIS 


Refrigerating 


Engineering. | 
The American Society of 
’ ineers 





book 


to a new 


three-fourths of the 
Then a gradual 


about 
increase 
high followed by a second and rapid 
decrease toward the back of the 
book 
These 


radically different reading habits for 


irregularities may suggest 
the various publications. They may 
further the desirability of 
demanding front-of-the-book posi- 


suggest 


tion . . but obviously we all can’t get 
these. I suspect that another thing 
which they suggest is the importance 
of getting more basic research data 
There is little in the realm of re- 
search which justifies the drawing 


4. Length of copy has little effect 


No. of 
Copy length ads 


Let's look first at color and its ef- 
fect on readership 

For convenience and to show the 
believe to be its 
truest light, we converted readership 


data in what we 


percentages into indexes two of 
The first be called a 


readership index. This is simply the 


them may 
ratio between the average per cent 
“Noted” or “Read Most” 
in a given category, (in Chart 2, two- 


for either 


color ads) and the average per cent 
in the category designated as par, (in 
Chart 2, one-page, b&w ads) 

For instance in attempting to 


measure the influence of color, we 


on visibility or readership 


Seen. 
Noted 








of sound conclusions from meager 
samples 

This is a situation so basic that 

iy advertising people are inclined 

to discredit much of the readership 


Much 


of the current information on cancer 


research currently available 
and heart trouble is probably some- 
thing less than the whole truth 

vet the 


searc h goes on 


Must go on, 
one may say, if cancer therapy or ad- 
vertising making is to progress 

material 


Gradually the basic raw 


re idership research is mounting 
’ 


olume. Many people have been 


umulating and analyzing these 

vw materials for long enough peri- 
ods to build up really adequate sam- 
ples with which to work. We have 
been doing this, for instance, with 
Starch’s readership surveys of Pow- 
er and Factory Management & 
Mainte 


for several years 


One set of data is predicated upon 
2.000 ads in these two pub- 


s. Whether 


ple is subject to some ques- 


even that sam- 


currently carrying the 
ith another sample of 3,000 


f 


whether the indications o 


study will be confirmed 
are data gleaned from these 
See how it compares with 

ta from the four ARF studies pub- 


lished recently 


black-and- 


white ads as par. Let's say that in one 


take the average for 


publication the average for noting 
black-and-white ads was 23.2 
This per cent is given the value of 
100 

Then if we find that the average 
per cent of two-color ads was 21.3‘ 
the readership index would be 21.3 
or 92. Thus we have 


understandable 


divided by 23.2 
a readily compara- 
tive figure 

In much the same kind of a com- 
putation we arrive at a similar in- 
dex which included cost as weil as 
readership and we have arbitrarily 
called this an efficiency index 

Chart 2 is based on data from the 
2,000 ads studied by Starch in Power 
and Factory and data from each of 
the four ARF studies. The average 
all black-and-white 
pages is represented by 100. The first 


reader ship of 


and second bars represent compari- 
sons on “noted,” the third and fourth 
ones on thorough readership, or 
ead most,” as researchers label it 
The addition of color in most of 
these publications 
bility a little, 


little more. In the Factory and Pow- 


increased visi- 


thorough readership a 


er studies this increase was not ap- 
parent, and in some cases, color even 


lowered the score. But gains in read- 





,, clean up 


19 


The big $3,850,000,000 
public works market, is 
growing in every direction 

. in sewerage and waste 
disposal, highwoys, water 
works, airports. Get de- 
tailed facts on PUBLIC 
WORKS ... the market and 
Write for 
the new date file. 


the magazine. 


Batic Works 


308 East 45th Street - New York 17, N.Y. 








* fo compare types 
« make a selection 
* specify sizes 
¢ trace layouts 








“ALPHABET 
TRACING CARDS 


successors to type books 


Thousands of sets already are in use 
by enthusiastic artists and specifiers. 
ATF’s 47 most popular types are 
shown on 86 cards, with complete cap 
and Lc. alphabets, 12 to 72-pt. New 
cards sent as made. Each face on 10'2 
x 7%" durable bristol, with round cor- 
ners to facilitate tracing. Alphabet 
lengths, character counts for all sizes 
to 36-pt. Shoulder sizes shown. Far 
superior to type books. Lay cards side 
by side, compare, choose face most 
suitable,compute and trace accurately, 
avoid costly alterations. Sold in com- 
plete sets only, in walnut-finish box; 
$5 postpaid, cash with order. Save 
time, money, effort; order today! 

AMERICAN TYPE FOUNDERS 

Type Merchandising Department 
208 Elmore Ave., Elizabeth B, New Jersey 


ership were not in proportion to the 
increase in cost, hence the efficiency 
indices are normally lower than 
those for straight black-and-white 
ads. 

Chemical departs 
from this pattern as you will ob- 
serve. This is true in other matters 
than the use of color. Why? Frankly 
the answer is not discernible. It may 
be attributable to the relative small- 
ness of the sample, which included 
34 black-and-white ads and 30 two- 
color ads. 

The 
and Power should be more authori- 
tative than for the other publications 


Engineering 


figures shown for Factory 


simply because there were so many 
more ads to compare 700 black- 
and-white and 630 two-color ads. . 
vastly more than in the four ARF 
studies combined 

Now, despite this chart, there may 
be 100 circumstances in which you 
need color . . quite aside from its ef- 
fect on readership. Added to which 
one has the sneaking suspicion that 
some of the low readership ratings 
on two-color ads were attributable 
to the lousy way in which the second 
than to the 
addition of the color per se 

But let’s look at several other fac- 
The black- 
and-white ads seem to give you 
(See chart 3, 
readers than 


color was used, rather 


tors two-thirds-page 
more for your money 
p 37) 
full pages but more readers per dol- 
lar. (This is with the exception of 


with fewer 


Chemical Engineering, whose read- 
ers seem to want the works, includ- 
ing both color and full pages.) 
What about bleed? The sample in 
the ARF studies is just too small to 
provide any trustworthy evidence 
There were only 12 black-and-white 
bleed pages in all four publications 
In the study 


there were 30 


Factory and Power 
against 700 straight 
black-and-white pages. Their ratio 
125 but for “read 
88. On 


including the cost factor) 


for “noted” was 


most” was only efficiency 
(that is, 
the ratios were 112 and 79. The evi- 
dence is not conclusive 

What about some of the other fac- 
which are so 


tors in ad make-up 


endlessly debated? Long versus 
short copy, for instance. 

The answer appears to be that in 
industrial copy you use the number 
of words it takes to tell your story 


without much influence on reader- 
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NEWS OF 
METALS 


Hill a 


METALS S 
AND DEMANI 


"RELIABLE 


MORE METALS 
ADVERTISING 
THAN ANY 

OTHER MEDIUM 


PPLY 


Purchasing and Management 
executives—who directly control 
or influence purchases of metals, 
equipment, and machinery—are 
regularly reading, 5 days each 
week, over 


12,000 


Paid Subscriber Copies 
Subscription Rate $20. a Year 


AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industries 


18 Cliff Street @ New York 38, N.Y. 





Several Exhibitors at the 


SUPER MARKET SHOW 
Used CAPEX Prefab Exhibits 


... they wanted Super Market 
Value in exhibit displays! 
You, too, can realize real savings in ex- 
hibit dollars by using attractive Capex 
Prefab Exhibits—low first cost, no 
installation costs, minimum shipping 
charges that actually pay for the ex- 

hibit in six or eight showings. 

Your company letterhead is your 
only cost for the big, new Portfolio 
with 22 smart display designs and full 
information on this modern, time-sav- 
ing, noney-saving exhibit display idea. 


“WHEN IS YOUR 
NEXT SHOW?" 


PREFAB 
EXHIBITS 
Bray peal bob re promscce 
CAPEX COMPANY, INC. 


South Bivd Evanston, Iilinois 











ship 


‘ 


Chart 4, based on Starch ratings of 


Proud of Your Product? 


a“ 


Factory and Power ads, would seem 
GIVE IT to and the 
practice 
that about 80 
er than 100 words 


confirm the opinion 


Sa) 


ad Nis, THE MARK 
“) -\\\ OF QUALITY i 
to oppose the beliefs of many people 


A METAL NAME PLATE at least in industrial advertising 
We have found that long headlines 
to attract and hold 


ones 


of most advertisers. Note 


of the ads were long- 


Headline length is another matter 


« 


in which readership evidence seems 


readers 


wre than do short Average 


yted” ratings for all ads with head- 


words or more were 


ids with 6 to 10-word 


21.7 and for ads with 


of 5 words or less, 19.1 


1diines 
‘he figures for thorough readership 


better longer | off about the same People seem 


expect a headline to 


t tell them what 


ad is about and aren't scared 


by ength 


the atter of human in- 


iustrations. Are industrial 


re receptive to the appeal 


things? Readership 

CHICAGO THRIFT-ETCHING CORPORATION 

1555 WM. Sheffield Ave.. Chicago 22, il!., Dept. G 
Subsidiary of 

Dodge Mfg. Corporation, Mishawaka, indiana 


would seem to prove that 


make any difference in 
noted or thorough readership 
Now for one more glut of statics 


READ BY MECHANICAL ENGINEERS n some 
THROUGHOUT INDUSTRY rf all research addict 
] 


. ation (month- ften fails to make due allow ance for 





respects the most important 


The reade rship 


readership ‘ , 
enetration to eng he selectivity of readers made by 


neers who have the 
real mechan 
nsibilities " this sele 
reaches ' 

ent, design, produc- |f lustrial field. One doesn’t expect the 

' power and other 

engineering factors in 

tiry. It offers real 

rculation, 

¥ oppros 

13,000 Net 

and broad en- |} as 

eer contact which 2 

snnot be duplicated vould you expect the same 
a a «group an ’ 

° J ’ v equal re adership in various 


the product itself. And nowhere is 


tivity greater than in the in- 
with a great interest in over- 

cranes to be equally interested 
sweep 


ing compounds 


a corollary of this basic sit- 


shee - 
ns”? Even to state this sim- 
seems foolishly elementary 


THE COMPLETE BUYER'S GUIDE 
FOR MECHANICAL ENGINEERS 


he ne reference 
k lonnve wh 


many of the comparisons avail- 

of those cited here, make 

adjustment for this vitally im- 
hae te @ 

factor of produc t selectiv ity 

lifficulty of weighing it prop- 

lies once again in the matter of 


AND DIRECTORY Few 


nple available for study 


7 specifiers the 
equipment industry 
' ses 
No. of 


Rates and information upon request Human interest ads 


such samples are adequate once you 
cut them vertically by product, then 
horizontally by size of space, use of 
color, etc 

The fact remains that fewer peo- 
ple in a given audience may be in- 
terested in one product than in an- 
other but we still need to get to 
the few. 

One other word of caution. A re- 
iteration: don’t get too hot and 
bothered with the insistence on the 
‘top ten.” That top ten business has 
been juggled to prove all kinds of 
things. You may infer or have been 
told, for instance, that position is not 
important because the top ten ads 
in one of the papers studied by ARF 
25, 43, 13, 44, 53, 
175, 14, 15 and 6, pretty widely spread 
the book. But note, also, that 
f the top ten preceded 


were on pages 190 


all ovel 
all but two 
editorial content. One of the two ex- 
ceptions is a two-page bleed spread 
Five of the 10 were in color 

The real 


business was in a recent report sum- 


pay-off in this top ten 
marizing the data from 138 reader- 
ship studies of daily newspapers. 
Out of the top ten 
(there 4,240 


alyzed), two were from a single is- 


national ads 
were such ads an- 
sue of one newspaper. Out of the 
top ten national ads run since the 
war these same two, plus five more 
turned up from that same paper. And 
in the industrial classification, here 
again were those 7 top honeys. Well, 
by gosh, there assuredly was the 
answer to an industrial advertiser's 
prayer 

Me, I could hardly wait to get a 
look. And what do you suppose all 
the shouting was about? Those seven 
top-ranking ads were from a special 
section of the Oakland Tribune de- 
of a new 
And the 


expect 


voted to the completion 
water system for the city 


ads were just what you'd 
“Jones’ concrete used in these aque- 


“Tomasetti and McBride, 
earth movers, salute Oakland,” and 


ducts,” 


so on 


That sounds pretty silly when re- 


‘buyers 5. Use of people does not necessarily affect ad readership 


Seen 
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THE AMERICAN SOCIETY OF 
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Vamed by Gray Mfg. 


Perry Cabot has been named director 
of advertising of the Gray Manufacturing 
Company, Hartford, Conn. manufacturers 
of Gray Audograph Electronic Sound 
writers. Like most other men who are 
getting ahead in business, Mr. Cabot is a 
regular Wall Street Journal reader 





Advertisement 


YES, even now, you can afford to think 
big on a small budget. Whatever 
you sell, the job is easier with 


SALES-AIMED 


advertising built to bring in busi 
ness. Whether that means letters 
catalogs, direct mai] campaigns or 
publication space, you'll get real 
help from Ad Scribe. Clients 
nationwide find air mail contact 
brings solid satisfaction. Write 


AD SCRIBE, North Canton, Ohio 


POST OFFICE BOX 2547 





SIMPSON-REILLY, LTD. 
Publishers Representatives 


Since teze 


LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 





acca Cpa 
“SNIPS” : 
A Journal of Constructive Help 
————————— 


to the Sheet Metal, Ventilation, 
Air Conditionia Warm Air 
ans and ing Trade 

ear after year by over 200 
Industrial Advertisers who know 
their well 


SNIPS MAGAZINE 


5707 W. Lake St., Chieage 44, 11. 











ported that way. I said it was easy 
to be cynic: about readership re- 
search. It’s easy to be cynical about 
nearly anything but the multiplica- 
tion tables. 

But we certainly need research 
We need it to make advertising an 
ever more vital and more significant 
force in American business . . in 
American life. We need it defensive- 
ly and we need it aggressively 

And we haven't anybody but our 
own little selves to do the research 
for us. There aren't any Rockefeller 
x Ford Foundations to hire it done 
for us. There aren't any huge gov- 
ernment grants. There aren’t 1,000 
well staffed laboratories. Nor any 
whoopee nation-wide drives for 
funds 

There’s just us. Just us advertis- 
ers, publishers and agencies to 
carry on 

Some valiant work has been done 
And many, many hundreds of thou- 
sands of dollars have been spent. The 
ARF has been a faithful watchdog 
to safeguard the validity of scores of 
readership research projects 

The fruits of that effort are inval- 
uable. We in advertising owe much 
to those who have dug into their 
jeans for big money with which to 
make the ARF studies possible 

But the ARF is just us 
cooperating group of advertisers 


just a 


and agencies and publishers. If we 
fail to cooperate, the ARF goes bust 
If we don’t make effective use of the 
research done, it goes bust. There 
isn’t anyone else to substitute for 
us .. for the people whose job is ad- 
vertising 
The obscurity of much readership 
data is discouraging. The indefinite- 
ness is depressing. The incomplete- 
ness is discomforting. The extent to 
which pure selling sometimes mas- 
querades as research is painful. 
But these things are unfortunate 
offshoots. The fact remains that we 
need it, not merely as a competitive 
weapon but as a constructive force 
Bit by bit, fact by fact, we’re driv- 
ing back the boundaries of the un- 
known. Little by little we find some- 
thing other than caprice or hunch to 
help us make better advertising 
look long, look objectively at 
the readership research that comes 
your way. Your time and effort will 


be repaid 
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volume in 
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| advertising c 
hem, 
Engineer, 
ng 


is running 35%~ 


AHEAD of 1950 


The substential increase in advertising pages 
this yeor refiects the fact that more and more 
companies selling the chemical process market 
are finding thet C.E!. gets action from men 
in responsible chorge of purchase specifico 
tions required for their plant operotions 


Two good reasons behind this trend ore 


1. The PAID CIRCULATION of C.E.P. hos 
more than DOUBLED in the past 4 
yeors C.E.P. now reaches ond 
inflvences 15,000 readers who ore 
professionally interested in the prod 
ucts and services it offers 


2. C.E.P. is the ONLY publicetion which 
con assure odvertisers of the advon 
toge of complete coverage of the 
membership of the AMERICAN INS! 
TUTE OF CHEMICAL ENGINEERS — on 
ective ond concentroted morket in 
terms of men who exert a primary 
influence on the purchase of equip 
ment, materials of construction, chem 
icols, row materials and engineering 
services thrvout all the process indus 


C.E.P. SELLS 
THE PROCESS INDUSTRIES 


Chemical Engineering Progres 


tries 





120 East 41st Street, New. York 17, N.Y 
Offices in Chicago — Cleveland — Los Angeles 








FACTS to Build Up 
YOUR 
Construction Story 

in This Great 6-State Area — 


@ The “NEWSpaper” for the construc- 
tion industry, reporting local projects. 

ec ated circulation among lead- 
ing contractors, architects, engineers, 
public officials, distributors, etc. in 
Oklahoma, Eastern Missouri, Arkansas, 
Western Tennessee, Mississippi ond 
Lovisicne 
An blished i (18 years), 
furnishing WEEKLY service of pro- 
jected construction (its MONTHLY 
issue contains personals, illustrated 
news about jobs, AND ADS.) 
Recent survey disclosed fact thot 
74.75 of YOUR prospects in this 
area read C.N.M. regulorly — as 
against 11 for highest of other 8 
well-known papers listed. Proof of 
EAGER READERSHIP 
77 major advertising agencies placed 
105 regular advertising schedules. 
WHAT GREATER RECOGNITION 
NEEDED THAN THIS? 

Send foi complete data 


The Heart of America's Industrial 
Future. 


CONSTRUCTION 
NEWS 
MONTHLY 


Little Rock, Arkansas 
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ADVERTISING DIRECTOR 
WANTED 


By well established business 
publication in agricultural field. 
Territorial sales manager and 
advertising director needed for 
Chicago area. Job requires initia- 
tive, ability and a personal ac- 
quaintanceship with agencies, 
agricultural and automotive parts 
manufacturers in seven state mid- 
western territory. Unlimited op- 
portunity for qualified man willing 
to travel as well as direct work of 
sales representatives in other ter- 
ritories. Give complete experience 
resume, qualifications and full de 
tails in first letter 


Write Box 446, INDUSTRIAL 
MARKETING, Chicago 11, IIL 











ba FAY 


to advertise 
in a publication 
audienc 


you 


See McGraw-Hill advertisement 
on page 135 





DISPLAY YOUR PRODUCT IN BRILLIANT 
SPARKLING 


COLOR 


wit 
AD-COLOR 
TRANSPARENCIES AND COLOR PRINTS 


40 COLOR CORP 644 5 dovepe Parteey Penadens | Cott 


Prketoqraphy - - Reporting 


Assignments covered trom coast to coast Photos with 
Stores, tacts and {gures for advertisers aad editors. 


Write for booklet 
ts ne SER 


38 Parx PLACE WEWARK 2 a 


Amazing results! Yet another ad. same 
series FLOPPED 69%. Successful 
new copy formula showed WINNER 
wnmistakably: tells how te figure re 
ad russ. True story 
© new handbook. “HOW 
YOUR ADS WILL : Q 
$5. for Boot, Fre 2 aeat 
HELPFUL PRESS. Keetine 
Omaha 4. Neb 





MARKETS AND MEDIA 
For detailed focts on 85 industrial and 
trode markets, and the publications serv 
ng them, refer to your copy of industrial 
Marketing's Moartet Dota & Directory 
Number 








Where should advertising fit? 





stature and scope of the individual 
sales manager's authority. He ex- 
plained 

In any case, I feel that his control 


should not extend much below 
question of over-all budget, timing 
of programs and general advertis- 
ing themes. If his activity goes 
much beyond this, there is little point 
an advertising manager.” 


up this point was McCarty 


naving 
Backing 
npany’s Cassidy, who said 
In those cases where advertising 
s placed under the sales manager, 
the amount of control exerted, to my 
way of thinking, is largely a matter 
f the capability of the advertising 
ager and to what degree he has 
sales manager's confidence 
Where he 


seems to me 


knows his business, it 
that the general ap- 
yroval of the advertising strategy, 

f the budget, and of the thorough 
coordination of advertising and sales 

all that is required.” 

Often the sales control over adver- 
tising is, indeed, not control at all, 
but simply coordination. And, al- 
though the organization chart may 
show advertising reporting to sales, 
the true situation is that the adver- 
tising department often has consid- 
choice of 


erable freedom in _ its 


themes, use of copy ideas, develop- 
nent of supplemental sales promo- 
tional activities, and establishment 

its budget 

Such a system as this is described 

Mr. Cassidy 

The ideal situation is a relation- 
ship n which the advertising 
lager takes 

manager unless he himself is 
Most sales 


up nothing with the 


ire of his ground 
gers prefer it that way, and on 
imber of our own accounts I 
t works out admirably 
relationship of the two in- 
n this basis becomes one 
fidence and trust, the sales 
knowing that he won't be 
unless the advertising 
really has a problem, and 
tisingy manager in turn 
ywwing that the sales manager 
ants him to make all decisions and 
ear all matters which he feels he 
logically handle.” 


Should the advertising manager 


spend a portion of his time in the 
field? If so, how much? Should he 
go alone or be accompanied by the 
sales manager? 

It was almost unanimously agreed 
that the industrial ad manager 
should devote a portion of his time 
to travel in the field contacting the 
sales force, customers, and fellow 
advertising personnel. If the adver- 
tising manager is shackled to his 
desk more than 75% to 80% of the 
time, he is not taking advantage of 
the opportunity to improve his 
company’s advertising output from 
periodic contact with outside sources. 

Howard Dingle, president, Cleve- 
land Worm & Gear Co., Cleveland, 
observed: 

“By all 


manager should spend a portion of 


means the advertising 
his time in the field so as to get a 
fresh viewpoint. This may come not 
talking with the field 
but from talking 


only from 
representatives 
with customers and generally get- 
ting the feel of how the trade reacts 
to this or that type of advertising.” 

And from the other side of the 
fence the advertising manager 
what is the reaction to 
Globe-Union’s adver- 


himself 
field travel? 
tising director Morse said 

“It is my belief that the most 


valuable industrial copy written 
comes from the field. To get the 
true perspective it is necessary for 
the advertising manager to spend 
as much time as possible with sales- 
men and engineers on the job. Un- 
fortunately, at best, this is too seldom 


done 


Go It Alone . . But, when the ad- 
vertising manager does get into the 
field, should he be accompanied by 
the sales manager or should he dig 
up the facts and opinions alone? 
One company saw no objection to 
his being accompanied by the sales 
manager. But the company’s exper- 
ence showed that the ad manager, 
when unaccompanied, got more 
frank expressions from the salesmen 
field regarding what they 


company’s ad- 


in the 
thought about the 
vertising 
Here's the 
Marshall of 
“Personally 
benefits from sales trips into the 
field made unaccompanied than from 


experience of Mz 
Appleton Electric 
I have reaped more 


those when I was accompanied. With 





a salesman present, the dealer is 
usually more anxious to discuss 
problems of price or delivery than 
promotion or advertising. Not that 
price and delivery have no bearing 
but all too often these discussions 
produce more heat than light.” 
President Huston of Lukens Steel 
and President Davis of Vulcan Soot 
Blower both reported that their 
companies insisted on a_ certain 
amount of travel for the ad manager 
Mr. Huston said: 
“It is company policy to insist 
that the advertising manager spend 
whatever time is necessary making 
field contacts in company with dis- 


trict office representatives in order 
to be in personal touch with the 
current reactions of customers and 
our field sales force. Approximately 
10 or 20% of his time is involved in 
such contacts.” 

Advertising agency man Cassidy 
summed up the general thinking on 
the subject: “Advertising managers 
can’t operate by remote control in 
the field any more than an adver- 
tising agency can prepare copy or 
create ideas unless it has a working 
knowledge of how products are used, 
where they are used, what the trade 
thinks of them, and what the com- 
petition is doing about it.” 


Which ad 


attracted 


Below is 
the answer 
to the problem 


on page 65 


more readers? 


® THE UNTILTED Harnischfeger ad 
attracted readers, 
the difference between the two ads 
was slight. Harnischfeger scored 3% 


more although 


more “noted” readers and 1% more 
who read most of the copy 


Harnischfeger 
Seen 


Noted Assoc. 


Studies of consumer media show 
that tipped ads are usually below 
average in “noted” and “read most” 
scores 

The ad scores, reported by Daniel 
Starch & Staff, New York, were: 


Lincoln 
Seen- Read 


Noted Assoc. Most 


Pacific Northwest 
Construction Market 


to the 


Tur Pacific North- 
west is bursting with construction 
jobs created by steadily increasing 
industrial development and pop- 
ulation. 

Six days a week, the Daily 
Journal of Commerce furnishes 
vital information to construc- 
tion and business men through- 
out Oregon, Washington, and 
Idaho. The Daily Journal of 
Commerce is an all business 
newspaper both news-wise 
and reader-wise, with more 
than eleven readers per copy. 

Consult your advertising 
agency or write for sample 
copy and rate card. 





Daily Journal of Coumerce 
711 SOUTHWEST 14TH AVE 
PORTLAND 7, OREGON 


WORKING TOOL OF PA PTL ALL. 
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Leslie G. Hulbert . . | 


irket 


When you wish to present your sales 
message on your products to the execu- 
tives and key operating men in the steel 
making industry — use 


BLAST FURNACE AND 
STEEL PLANT 


The only A.B.C. - A.B.P. paper whose 
editorial is devoted exclusively to the 
making and rolling of steel. 


BLAST FURNACE AND STEEL PLANT 
is subscribed for and read by those who 
purchase or recommend the equipment 
and supplies to be purchased in the steel 
plants throughout the world. 


BLAST FURNACE AND STEEL PLANT 
is edited and published by men who hove 
a practical knowledge of the operating 
problems and requirements of those en- 


gaged in the steel industry. 


Plan now to be represented in the 
September issue which will tie in with the 
annual meeting of the Iron and Steel 
Engineers. Closing dote August 5. Ad 


vertising rates on request. 


Published by 


STEEL PUBLICATIONS, INC. 
4 Smithfield Street, Pittsburgh 30, Po. 
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Editorial achievement 





Best original research 





Best single issue 


Merchandising, trade & 
export papers 


Best series of articles 


Best graphic presentation 


p 
I P ner 
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Best single article 


ner 


Best original research 


Class, institutional & 
professional papers 


Best series of articles 


Plaque winner 


Certificates 


Best single article 


Plaque winner 


Certificates 


Best single issue 


Plaque winner 


Certificates 


Best graphic presentation 


Plaque winner 


Best original research 


Plaque winner 


Certificate 





Hotel Biew 
@reirre Bosptta! 
Mew Orieave io. te 


Housekee P+! , 
cof fee Shop 
ng-Maint . 


ncour age to read tne 
sement - 


know they are @ 
° Hospital Mana F 


or's office copy % 
sincerely» 


“uOTEL DIE 
TEL vse 


Hospital Management 
A ara CF ae 


11, Minot 
nistre 


ohn £1 
stine, Admin 


© 


READ MOST BY 
MOST-HOSPITAL EXEC 
UTIVES 





Mcentration- 


THE BIGGEST NAMES IN THE BIGGEST 
FIELDS ARE USING THIS BIGGEST BUY 


RIGHT coniny 


This subsidiary of the 
great Sperry Corp. uses 
7 x 10 insertions in 
CANDY INDUSTRY 


to tell its packaging 

machine story to the 

billion dollar confec- 
tionery field. 


(ANDY [INDUSTRY 


107 West 43rd Street, W.Y.C. 
(Uxemburg 2 0345-67 
DON GUSSOW PUBLICATIONS INC. 


CANDY INDUSTRY — BOTTLING INDUSTRY 
CAMBY INDUSTRY CATALOG & FORMULA BOOK 


Chicage + Sam Francisce + Los Angeles 











The fastest growing 
publication with 


\argest ABC circulation 


THE BREWERS DIGEST 


CHICAGO 6—747 W. JACKSOW BLYD 


NEW YORK 18—45 WEST 45TH ST., JUdson 46-0916 
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[ 
ever change ) 


Whenever there is doubt, for any reason, 
as to a source of supply for an industrial 
product ... the buyer wants to know the 
answers to these basic buying questions: 
Who, Which and Where .. . fast! 

If you can give buyers the answers to 
these basic questions WHEN they seek them, 
and with a simple routine, you are really 

WHO makes a product that will do the making it EASY for them to do business 


, : ° wit jou. 
job required? h yo 


Believe it or not, getting all the answers 


WHICH make is best suited to the specific from magazines, individual catalogs, direct 


mail or directories is the HARD WAY. The 
EASY WAY is to use a pre-filed catalog 


service which includes a complete directory 


job? 


WHERE is the nearest contact or source ; 
classified by products. 
of supply? . + 
In the Electrical, Textile and Mining Mar- 
kets ... McGraw-Hill Pre-filed Catalogs are 
accepted as important sources of BUYING 
INFORMATION by important influencing 
and purchasing factors, and used during the 
planning and specifying stages. 
Here is the EASY WAY to tell your prod- 
uct story and the EASY WAY for your 
prospects to find it ... when they want it! 





For Rates, see Standard 
Rate & Data Service or 


Market Data Book 
ELECTRICAL CATALOGS 
(Formerly EBR) 


MINING CATALOGS 
TEXTILE CATALOGS 


“SELLERS seeking BUYERS 
use Advertising 
BUYERS seeking SELLERS 


use Catalogs” 





Mill & Factory searches out buying authority 


for you — regardless of title 


Ever sit down with a sheaf of call reports ind spend an imaginary week 
making calls with one of you top salesmen? 

Probably you've done so scores of times. And if so, you've probably 
noticed that the titles of the men your salesmen see differ with almost every 
call. Some ire presidents sore works managers, some master mechanics 
p-a.’s, engineers, foremen. A lot have no titles at all 

In every case your salesman had to find through re petitive calls who could 
give him the order. And he had to find that out before he even started to sell 
In short—Titles in industry mean absolutely nothing as a guide to finding the 
man whose “yes” means you get the order 

That's why MILL & FACTORY uses 1,588 industrial salesmen and field 
engineers to maintain its circulation. These men are the salesmen of leading 
industrial distributors throughout the U. S. Thev know who—regardless 
of title—influences and controls the buying of your products in the plants in 
their territories. They. like vour salesmen. have to know who these men are 
to hold their jobs 

Hard to conceive of a more sensible circulation system, isn't it? One that 


can bring your product story before real buying authority! 


Mills Factory 


a CONOVER mast PUBLICATION 





_ 
S EAST 42N0 STREET + NEW YORK 1I7.N.Y 


— REACHES THE MEN, REGARDLESS OF TITLE, YOUR SALESMEN MUST SEE TO SELL YOUR PRODUCT 





